

















DISPLAY FOR VICTORY 








ame 40 PER CENT of she popelatioe 
of the United. States a6 CHILDREN 


They constitute the most easily influenced consumer market. While they have 
little or no power to buy goods on their own initiative, they do have the 
deciding voice ina entage of all wearing apparel purchases. 
They want a hat just like the isplayed on the figure — they 
insist upon a pair of shoes like the little boy in the window wears — they 
stomp their feet and fly into rage unless mother purchases that pink dress 
the perk little girl figure has on. 

The perfect anatomical design of KORRECT-WAY Children’s Figures enables 
them to wear clothes the way children really weer them. And their appeal- 
ing All-American character attracts little customers to your store, to demand 
the merchandise displayed thereon. 

Make a note to learn more about these perky, new figures and the Ke) 
cost at which they are available to you—by writing your KORRECT-WAY 
Distributor TODAY! 
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8 Yr. BOY and GIRL 
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No F1807 BOY end GIRL 
¢ No. F18O62HH 


A limited stock of GENUINE CHROME, 
METAL, wooon, PLASTER and LUCITE display 
equipment is still available — ask your Dis- , No ies BOY and GIRL 
tributors for full details. ’ ; 5 ~e No, F1800HH 


° 





KORRECT-WAY Mm DISPLAY PRODUCTS 


DIVISION OF AMERICAN FIXTURE & MFG. EH ..-* ST. LOUIS 


ATLANTA Melvin S. Roos * BALTIMORE Williams Corp. * BOSTON Eastern Displays, Inc. * BUFFALO Samuel C Dutch & 
Son ¢ CINCINNATI Gener Display Corp. * fan @ ce) Hecht Fixture Co. ® CLEVELAND Pribil Display and Supply Co. * 
DALLAS (Hotel Southland) Sid. Bartley * DENVER Walter W Martin ¢ DETROIT The Art Pr sducts Co. * KANSAS CITY 
National Equipme a. GELE Grossman & -iivers, Inc. ® MINNEAPOLIS L. &. Hier Display Equepment Co. 9 
NEW ORLEANS Gulf States Naython Display Fixture * PITTSBURGH DeWeese Display Equipment 
Co. * PORTLAND Northwest Display Equipment * Kehoe Display Fixture Co. ® SEATTLE Chas. T Boyd Dis 
play Equipment ¢ enter ST. LOUIS _Midwes! Display Equipment ( Miller's Disp. Fix Reg d* HONOLULU Bader s 
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BAGED GWired Rowe ay Maser deSenteonY » + DRAMATIC .. - BYMAMIC 


sha'’s Am F > & 
BONDS Buy me 


More WES Displays7o help 
OU US. War Bends 


“VICTORY THRU AIR POWER” 


Series of four dramatic displays as seen above are offered on rental to 

, one store in each city. They were produced for Walt Disney Productions 

Ban Flag és we fiphtbieg abo in connection with the new picture ‘‘ Victory Through Air Power,”’ based 

. on the book by Major de Seversky. Settings are 8’ high with models and 
subjects carved and sculptured in bas and full relief. 


MEET YOUR NEIGHBORS .. 
THE FIGHTING MEN OF THE UNITED NATIONS 





Pp q DESIGNED, PRODUCED “etd AND OFFERED BY 


a W. L. STENSGAARD AND ASSOCIATES, INC. 


346 N. JUSTINE ST., CHICAGO, ILL. 


VAL FLAGS OF THE ALLIED NATIONS COMUra 
Tee 30 x 90” in many beautiful Shis 
qo colors. In Stock. > 








IS THEIR BUSINESS 











In this war to which every art, every craft, every profession, must give its utmost, America’s 
display men were among the first to see the need and give their talents. Today wherever 
there is action, they are in the thick of things. Fighting the enemy face to face, hand to hand, 
gun against gun, plane against plane . . . many in camouflage, using their ingenuity and 
skill to design new life-saving methods of concealment. On the home front too, as each new 


need arises, display is on the job, inspiring civilians to do what they must do for Victory. 








Creative fighting must win this war. Creative thinking must build the peace. Display men 





have shown they can do both. They will know how to “present” the post-war Better World. 
Life will be different—almost unbelievable improvements and accessories to better living y 
wait on peace for availability. The challenge of these new developments will stimulate 


exciting methods of display dramatization as yet undreamed of. 


Jas. B. Williams, Inc. salutes the Display World at War. It is a privilege and an inspiration 


to serve men and women who serve as they are doing. AND... 














-- - IT 1S OUR BUSINESS TOO 


We’re proud that our factory has found ways to fight creatively too . . . developing and 
making things we cannot tell of now, to meet new special needs of our fighting forces. 


We’re glad that we have been able to continue nonetheless to serve the needs of the display 





world... if not always as speedily as we should like. We look forward eagerly to the future, 
when we shall help “present” that post-war Better World. 


CREATIVE DISPLAY HELPS...FOR TODAY AND TOMORROW 


JAS. B. WILLIAMS, ING. 


498 SEVENTH AVE., NEW YORK, N. Y. 
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1943 THE COVER OUR NEXT ISSUE 


."As | review the dramatic contribution that the display This display is the work of Joe Vent, Rike- For the displayman, August means 


ys i cs ih gonciny ence i i nh Kumler Company, Dayton, Ohio, and pictures a that fall and winter selling seasons 
my belief and confidence in display as a vitally important "back-to-school" setting. Real gravel serves as are just around the corner . . . and 
selling instrument has been well justified. And | feel, too, ballast for the track, which is an accurate repro- so the August I5 issue of DISPLAY 
that the progress made by the display profession in the 
last ten years needed only this crystallization in the war 
effort to make both business and the public as well acutely covered in plaid fabric and a mannequin rides display ideas in sketch form and pho- 
conscious of how definitely human reactions are influenced ' f th — ee h hich will b teipat 
by this all-important branch of selling."—B. W. Newell, ie oa viiecuiiee a — . ee 
Sales Manager, Wm. Taylor Son & Co., Cleveland. plaster, with paper sculpture foliage. of the months to come... 


duction. The engine seen in the background is WORLD will present a number of 
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Many new and exciting possibilities for 
better display of merchandise await the dis- 
playman in the postwar era. 

Store fronts that reveal the interior of the 
store and thus combine interior and show- 
window display problems; sheltered “win- 
3 dow-shopping areas” that allow the pedes- 
q trian audience to view displays undistracted 
y by weather and sidewalk traffic; free-stand- 

ing, movable exterior display cases; these 

are some of the trends uncovered by a re- 

cent architectural competition sponsored by 

The Kawneer Company, Niles, Mich., and 

Pencil Points, leading architectural maga- 

zine. Prizes totaling $2,250 were awarded 

by a jury of prominent architects under the 

rules of American Institute of Architects. 

The architects in this competition based 

their suggestions not only on good architec- 

ture and good taste, but also on considera- 

tions such as store identification, pedestrian 

traffic, buying habits, and the primary store 

front problem of attracting the interest of 

the passerby and getting him into the store. 

The entire store, in fact, has been consid- 

ered as a device for selling goods or serv- 

ices, and functional design has been em- 
ployed to this end. Thus, the store front of 
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Store Fronts Of Tomorrow 


By LOWELL M. CHAPIN 
The Kawneer Co., Niles, Mich. 


the future will be an even more practical 
sales tool for the retail merchant than ever 
before. 

Certain interesting trends out in 
most of the entries, which represent types 
of design applicable to many lines of retail 
business. 

First, there is the trend to the “open-face 
front,” which reveals the interior and makes 
a display theatre of the whole store by the 
use of transparent materials and the elimi- 
nation of the continuous show window back. 


stand 


—Upper left, Seymour Joseph, New York, 
won first prize of $1,000 with this novel store 
front design, featuring free-standing, movable 
display cases; a large display window could 
be substituted for the wall at the right of the 
entrance. . . . Upper right, an "open-face" 
type front by Righton Swicegood, New York 
City. . . . Lower left, the overhanging canopy 
and free-standing, eye-level display cases are 
princip«| factors in this design by Harvey 
Clarkson, New York City. . . . Lower right, 


second prize of $500 went to George Larson 

and George Storz, Chicago, for this design 

incorporating an overhanging front and a com- 

plete view of the entire store interior; it is 

suggested that display cases could easily be 
built into the front— 











This is an from the 


psychological 


attempt to get 
obstruction of the 
tional “closed type” front, and more effec- 
tively invite entrance. Display windows, 
however, both large and small, continue to 
be used in the “open-face” type. 

Another trend is toward the use of exte- 
rior free-standing display cases, often mov- 
able, which provide an additional “side- 
show” to whet the shopper's appetite. The 
impact of new displays can thus be en- 
hanced by changes in the position of the 
display themselves. 

Group planning of stores is also indicated 
in many of the designs submitted. The obvi- 
ous advantages of a well-planned shopping 
center are gained for all the stores in the 


away 
conven- 


cases 


group. Control of signs contributes to the 
general effect, and a= sheltered window- 
shopping area is provided for individual 


stores or for the group by moving the en- 
trance back from the building line and, in 


effect, widening the sidewalk. In other 
words, part of the normal store area is cov- 
ered, but not enclosed, and people find 
themselves practically inside the store be 


fore they know it. 
[Continued on page 29] 
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Display Market Week Experiment 
Proves Highly Successful 


Displaymen from all parts of the country 
turned their steps toward Chicago and New 
York City during the latter part of June 
and the first of July in order to attend an 
innovation in this field—Display Market 
Week. The event, held June 21-25 in New 
York, and July 6-10 in Chicago, attracted 
several hundred display executives to each 
city and was pronounced “outstandingly 
successful” by displaymen and_ exhibitors 
alike. 

In each city the participating exhibitors 
had decked out their showrooms with spe- 
cial fall and Christmas display supplies, 
and visiting displaymen made the rounds of 
the different firms. The amount of business 
done was in many cases literally amazing. 
One Chicago exhibitor commented at the 
end of the first day that even if not another 
customer entered his showroom during the 
week he would be well satisfied with the 
amount of business obtained. Another from 
the same city summed up the Market Week 
there by saying: “All the manufacturers 
seem very well pleased, as far as personal 
business is concerned. And we have re- 
ceived comment after comment from the vis- 
iting displaymen on this new way of show- 


A New 


ing and selling display needs.” 


York exhibitor reported: “The Display 
Market Week was stupendous—and you can 





use a lot of other adjectives and you still 
won't be able to visualize what a terrific 
success this week proved.” Still another 
from New York writes: “From the stand- 
point of business, it was the biggest week 
we have ever had, including all conventions ; 
in fact, I should say that our volume of 
business actually confirmed during the week, 
and without taking into consideration orders 
that we know we will get as a result of 
Market Week, was about four times the big- 
gest volume we ever did at a convention. 
The ultimate result may well run ten times 


—Pictured here are a few of the guests of Jas. 
B. Williams, Inc., at a cocktail party during 
New York Display Market Week. . . . Upper 
left, Mr. and Mrs. Carl A. Kronitz, Mr. and 
Mrs. Denny, Mr. and Mrs. Clinton Clark... . 
Center, Syl Rieser, St. Louis, is sketched by 
Frances Paelin, famous Stage Door Canteen 
artist. . . . Upper right, standing, Carl Haecker, 
New York, and John Sullivan, Chicago; seated, 
Lillian Heiber, F. Casey, and Pat Brophy... . 
Lower left, V. F. Dennen, Buffalo; W. Grover, 
Rochester; Bruce Alexander, Syracuse; Henry 
Lund, New York; Tom Mele, Syracuse. .. . 
Lower right, B. E. Chester, Fort Worth; E. A. 
Coombs, New Orleans; L. L. Wilkins, Birming- 
ham; T. A. Solomon, Dallas; R. E. Moriarity, 
Dallas; J. M. Cook, Fort Worth; Robert Find- 
lay, New Orleans— 


any convention week in our history.” 

Two social events enlivened the New 
York Market Week, these being a cocktail 
party given by Jas. B. Williams, Inc., and 
a dinner-dance arranged by The Greneker 
Corporation. About 200 guests attended the 
latter affair. 

More than 300 registered at the Jas. B. 
Williams event, where Dot Williams and 
Ralph Adler, the hosts, pointed out the sur- 
prising number of stores which had sent 
both display director and merchandising ex- 
ecutives to attend the local Display Mar- 
ket Week. In one case, a store sent eight 
representatives, including the merchandise 
manager. Colored motion pictures were 
taken of the group attending the cocktail 
party, and a number of individual sketches 
of displaymen were made by the artist who 
sketches regularly at the famous Stage 
Door Canteen. 

Two Chicago firms gave buffet luncheons 
for their visitors, these being W. L. Stens- 
gaard & Associates, Inc., and the Garrison- 
Wagner Company. Each luncheon was very 
well attended. 

On the night of July 6 an open forum was 
held by the Chicago Display Club, the or- 
ganization which sponsored the Chicago 
Display Market Week, with about 250 in the 
audience. The session was opened by Jack 
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Pollari, Madigan Brothers, president of the 
local club, who welcomed the visitors and 
explained the purpose of Market Week. 
There followed an introduction of the club’s 
officers, after which the “board of experts” 
at the speakers’ table were presented. These 
were Alvin Mendle, American Fixture & 
Manufacturing Company, St. Louis; W. L. 
Stensgaard, W. L. Stensgaard & Associates, 
Inc., Chicago; Trowbridge Stanley, L. A. 
Darling Company, Bronson, Mich.; Sam 
Blum, The Fair Store, Chicago; John T. 
Chord, Montgomery Ward & Co., Chicago, 
and Miss Gertrude Halm, Wieboldt’s, Chi- 
cago, who represented “Miss Chicago Dis- 
play” during Market Week. 

A short preliminary talk was given by 
Alvin Mendle on the many details going 
into the production of mannequins, starting 
with the specific ideas to be embodied in the 
figures, the working out of these ideas in 
“first draft” models, and the final produc- 
tion, 

Pollari then turned the questions and an- 
swers part of the meeting over to W. L. 
Stensgaard. Questions had been prepared 
in advance on various problems pertaining 
to different branches of the field, although 
the speakers were not forewarned as to the 
questions to be asked. In addition, com- 
ments and questions were invited from the 
audience, and many took advantage of the 
opportunity to express their opinions on the 
different subjects or to ask for enlighten- 
ment on some puzzling phase of display. 
Typical questions were: 

Just how many fixtures are left for the 
consumer trade and are there going to be 
any more made? Answer, by Alvin Mendle: 
That depends entirely on the type fixture 
meant. If you mean everything used in dis- 
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—Some of those attending the buffet lunch- 
eon given by W. L. Stensgaard & Associates, 
Inc., during Chicago Display Market Week 
are shown here. Included in the groups are: 
Joe Bronsing, Memphis; George Wagner, 
Omaha; Fritz Oltmann, Omaha; Mr. and Mrs. 
Richard Staines, Tulsa; Mr. and Mrs. W. L. 
Stensgaard; Clinton Clark, Milwaukee; Irene 
Bender, New York City; Sam Blum, Chicago; 
Joe Chadwick, St. Louis; Joe McCann, Wash- 
ington, and Frank Fiala. Scenes at the Chi- 
cago club's cocktail party appear elsewhere 
in this issue— 


play, there are still a number being made. 
None involving rubber are being made, a 
few of wood, a lot of paper. Plaster still 
remains—but the manufacturer can't make 
plaster products in any size without burlap, 
wood frames, and so on, and then there is 
always the problem of shipping them. So 
far as basic fixtures are concerned, such 
as those of metal, their manufacture is no 
longer allowed by the government. 
Question: How can we get more out of 
patriotic displays? Aren't these on the wane 
to a certain extent? Answer, by W. L. 
Stensgaard: Yes, but display has been doing 
a better job during the last sixty days than 
ever before. And Congress has just passed 
various big bills for the army and navy, 
and these and the War Bond drive this fall 
should all be a stimulant along this line. 
Display has done a good job in selling War 
Bonds, but the actual amount sold through 
stores has been relatively small. I believe 
retailers are still too conscious of beating 
last year’s sales figures. They are trying 
for commercial figures, while at the same 
time trying to sell Bonds. Incidentally, we 
have a terrific job to do in September 
$18,000,000,000 worth of Bonds to sell—and 









every store will have to push the drive in 
space in advertising, on the radio, and in 
display 
success. 

Stensgaard, in response to a query from 


windows if the drive is to be a 


the floor regarding the essentiality or non- 
essential nature of display, commented that 
just recently an order has been released by 
the government to the effect that if any 
materials are needed for the production of 
Bond drive promotions, such materials are 
termed essential and will be granted prior- 
ity. He added that display as such may not 
be essential, but display can sell Bonds and 
build morale and in that way becomes very 
essential. 

Questions involving the extent to which 
retail stores are experimenting with self- 
selection provoked a variety of answers, not 
enough evidence being presented to indicate 
a definite trend for or against self-selection. 
Apparently it is still a matter of personal 
conditions in the individual store. 

Regarding the cost of display materials 
and equipment, Trowbridge Stanley made 
the statement that such items are cheaper 
today, comparatively speaking, than ever 
before in the history of display. He com- 
mented that manufacturers are at present 
selling some items at cost or below. He 
said that after the war displaymen will look 
back on these days and marvel at the low 
cost of many items, and predicted very great 
price increases all along the line. “I would 
venture to say that after the war a manne- 
quin that now costs you $150 will sell for 
around $300.” 

The Chicago club gave a cocktail party 
and dance for Market Week visitors on the 
night of July 8, this also being held at the 
Hotel Sherman. A crowd of 350 attended. 
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Grade schools are the first to open in 
September and afford an opportunity to 
introduce attractive, colorful school ap- 
parel. The 7-to-14 display idea is simple, 
yet gives an air of importance to the 
younger set returning to school. 
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by Louis Gehring 


Display Designer and Consultant 
New York City 


Nature's magic touch in the fall of the year 
does much to inspire us in our creation of the 
season's smartest styles. In this sketch the 
maple leaf plays a large part in introducing 
this fall's colorful tweeds. The large tree trunk 
is easily constructed and is set against a blue 
paper background. A ribbon streamer, tied 
around and branched out from the trunk of tree, 
bears the copy. An over-sized maple leaf car- 
ries accessories. 







































The latter part of August and the early 
part of September find the young college 
girl selecting her campus wardrobe. The 
over-sized books denoting college sub 
jects are in brilliant color and can be 
constructed easily to serve as display 
units. ‘'Designed For Campus Living’ is 
a suggested theme. 
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The Third War Loan starts in September and 
much enthusiasm will be shown by our school 
youngsters to help make it a success. The 
sketch depicts an ordinary school room with 
colorful posters, where children of all ages are 
about to purchase War Bonds and Stamps. 
This idea also can be carried out in vacant 
store windows through a cooperative effort by 
local displaymen. 
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The sketches in this display illustrate some of 


the points of design which every man should 
know. They endeavor to point out the correct 
and incorrect ways of making clothes where a 
matter of taste is involved, and to indicate 
which is the preferable manner of treating a 
specific problem where an alternative method 
exists which is correct traditionally, but less 
effective from the point of view of design and 
comfort. 
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Prep clothes also take the spotlight at this 
season of the year. The simple display 
unit in the background bears a variety 
wardrobe, and Prep atmosphere may be 
created by the display of silver cups, pen- 
nants, etc. Colorful accessories such as 
sweaters, shirts, hats, ties and socks should 
be displayed in the foreground. 
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Chicago Windows 


By KENDALL HULL 
F. A. Kuehn & Co., Chicago 





Local displaymen during the past week or 
ten days covered a wide range of subjects 
in their windows, ranging from sportswear 
presentations for a heat-wave very much 
in the present right on through to a glimpse 
of the world of tomorrow. Between these 
two extremes were appeals for more Bond 
purchases, for volunteers for the American 
Women’s Voluntary Services, and so on 
and on. 

The sportswear window is pictured at the 
top of this page. It appeared at Marshall 
Field & Co., for which John T. Moss directs 
display. The card copy gave the clue to 
the battery of displays: “Get your share of 
the sun this summer in these Companion- 
able Clothes—tops in good looks and com- 
fort.” 





The backwall had recesses in the manner 
of a door and two windows; these were 
backed by green matting. Crossed canoe 
paddles rested in one window, while the 
other bore a draped fishing net which ex- 
tended through a lifebuoy suspended on the 
wall and thence across the window. Sports- 
wear for both men and women was shown. 
The window floor was covered with bleached 
grass matting. 

For Carson Pirie Scott & Co., J. W. 
Campbell designed an institutional window 
calling for volunteers for the American 
Women’s Voluntary Services. Two figures 
clothed in the AWVS uniform flanked a 
background panel showing the organization’s 
emblem for the Motor Transport division. 
Tool kits rested on a small white bench, 
against which leaned an automobile tire and 
a tire-pump. On each side of the background 
were five blowups showing typical activities 
of women in the AWVS. The showcard 
copy explained: “If you are chosen for the 
Motor Transport Corps you will be trained 
to handle trucks, ambulances, mobile kitch- 
ens—to serve as motor messenger and guide 
during emergencies.” 

Jay Howe, at Mandel Brothers, caught 
Chicago's fancy with an elaborate group of 
displays picturing “The World We Are 
Fighting For!” Against oil-painted back- 
grounds showing scenes from the world of 
tomorrow were posed models of past, pres- 
ent and future developments in objects fa- 
miliar to all of us. For example, in the 
window pictured here the automobile was 
the subject. The car of yesterday was shown 
on the lowest of three ramps; above it ap- 
peared the car of today, and at the top was 
an ultra-streamlined car of tomorrow. Each 
of these cars was a small model, beautifully 
conceived and executed. The background 
painting in each case was given dimensional 


—Top, by John T. Moss, Marshall Field & Co. 

. . . Center, by J. W. Campbell, Carson Pirie 

Scott & Co. ... Left, by Jay Howe, Mandel 

Brothers. . . . (All photographs by courtesy of 
F. A. Kuehn & Co., Chicago) — 
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—At right, by Sam Blum, The Fair Store... . 
Center, by Jay Howe, Mandel Brothers. 
Below, by Howard Oehler, Wieboldt's— 


attraction by curved bars passing across the 
scene. A semi-circular strip partly enclosed 
each painting and bore the words: “Elec- 
tronics ... Plastics .. . Engineering 
Design . .. Science . . . Medicine.” This 
group of displays had crowds constantly be- 
fore it as long as it was on view. 


A much more mundane subject for display 
is that of leg make-up, but the way in which 
Sam Blum, The Fair Store, presented this 
comparatively new development in cosmetics 
is intriguing. The “Leg Make-up Bar” was 
installed just off the drug and prescription 
section of the store. The white backwall 
was topped by a small stand on which was 
perched a mannequin clothed in a summer 
print frock and with her legs tinted in one 
ot the featured shades. A curved counter 
bore neat displays of bottles of the cos- 
metic. Attractively lettered across the back- 
ground were the words: “Leg Make-up Bar 
—With each purchase receive a free appli- 
cation in The Fair’s ‘Rooms for Improve- 
ment.” Palm sprays were at each side 
of the message, and the figure at the top 
was posed before palm branches. The back- 
ground was extended to form a small, nar- 
row room with doors at each side so that 
customers could have the make-up applied 
then and there. 


A weird figure standing on a floor cov- 
ered with zebra skins proved a sure-fire 
stopper for a window at Mandel Brothers, 
as pictured here. Portraying an African 
witch-doctor, the figure was done in paper 
sculpture, complete with face mask, grass 
skirt, horns on the head-dress—and, to the 
considerable amusement of many spectators, 
an umbilicus. The tie-in between the figure 
and the two fashionably attired mannequins 
at his side was made plain by the card 
copy: “Like the spell of old Black Magic 

* Further to enhance the air of mys- 
tery, the window was draped with heavy 
dark curtains at each side. Long fronds of 
leaves, also of paper, protruded downward 
from the top of the window at the rear. 
Strong spotlighting on the witch-doctor cast 
heavy shadows on the background. 


4 Still another way of appealing to the pub- 
lic for more purchases of War Bonds ap- 
peared at Wieboldt’s, for which firm How- 
ard Oehler is display director. This win- 
dow, pictured here, was “framed” at each 
side. Across a panel in the lower fore- 
ground ran the words: “Blackout the Axis 

Buy War Bonds!” Across the dark 
background was a “splash” bearing a simi- 
lar slogan. The flag stood at the left side 
t the window, and below it was a scroll 
vith a script-lettered message pertaining to 
the United Nations. Just to the right of the 
scroll was an eagle-topped card reading 
‘Total Eclipse—1943.” At its right were two 
ircles. The first, showing the head of the 
Statue of Liberty, was superimposed over 
he other which showed the heads of Musso- 
m, Hirohito, and Hitler. The display was 
ighted so that the first circle threw the be- 

nning of an ominous shadow over the 

\x1s rulers. 
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New York’s Summer Displays 


The numerous interesting window displays 
observing Independence day this year were 
effectively related to current war activities 
—thus giving them especial significance. 

“This is what Pop’s fighting for!” was the 
pungent headline used by Display Director 
Robert Pichenot at Franklin Simon’s for a 
Mounted 
enlargements in black and white of photo- 


series of four patriotic windows. 


graphs depicting actual scenes of action by 
the armed forces on sea, land or sky and 
representative of the various theatres of 
war, made a_ panel foreground carried 
directly back of the window glass; a jagged 
opening, with edges painted red, in the cen- 
ter of a mounted panel revealed the small 
son in different activities of his home life. 
In the display illustrated here, the little boy 
has scaled the distance to the jam jars by 
use of the step ladder, which brings the 
tempting rows of jams and jellies in the 
white cupboard within easy reach. The 
child’s expression is one of guilty delight 
and even his papier mache dog barks at 
him from the lower rungs of the step lad- 
ler. To the left of the scene can be seen 
the table set with his bowl and plate, his 
favorite jack knife, and other similar pos- 
sessions close to his table place. A cuckoo 
clock hung against the floral pattern back- 
wall adds a homey touch. In the adjoining 
window the view showed the small son in 
his night clothes assuming the parental du- 
ties by adjusting the bed covers for his little 
brother fast asleep in his crib. 

A charming summer scene was created by 
Display Director S. A. 
Namm’s, Brooklyn, for presenting “Wide- 
Awake White Pique” in junior dresses for 
“Dating the Navy’—the window copy car- 
ried on white paper streamers entwined 


Rosenberg, at 





By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


around the top of a group of oars painted 
white and emerging from the water. A full 
size row boat drifted across the water pro- 
vided by a tank measuring 5 by 12 feet, 
grass edging the tank, and water lilies ap- 
pearing here and there on the water. A per- 
spective drawing of boat-house and _ trees 
formed the background, and actual tree 
branches, placed before the vista, are flower- 
ing with blossoms. 

“White—Coolest Color of them all” was 
the message carried in white script on a dull 
black mount and held at an elevation by two 
large pearl-headed pins against the right 
panel of a shadow-box setting in a stretch 
of windows at Bloomingdale’s. For this 








presentation, which represented fashions 
from the ready-to-wear departments and 
neckwear from the street floor, Display 
Manager Joseph Dultz carried out a com- 
plete black and white color theme. The 
right panel and recessed backwall panel 
were painted that darkest tone of green 
which gives the effect of deepest black; 
the left and sloping horizontal panels were 
painted dull black, while the overhead panel 
completing the four sides of the shadow- 
box was finished in deep pink. A green 
shutter blind was carried as a valance back 
of the window glass. The single word 
“White” is written out against the recessed 
backwall panel in a double white net ruch- 





ing, this stapled on the panel. In each set- 
ting, two mannequins posed to one side wore 
all white costumes, while a wide range of 
styles in the white neckwear were pinned 
in cascade arrangement. 

“Chinese Silk Shantung—from our gal- 
lant ‘ally” was the text in a stretch of effec- 
tive windows at Bonwit Teller’s where the 
fashions were translated from the Chinese 
and the decor used by Display Director E. 
L. Vollmer was of characteristic Chinese in- 
spiration. The screen which makes the back- 
ground has inset panels of pale gold net 
with the wood frame of the screen painted 
black. 
have been dyed black are arranged with 
Oriental simplicity against the net; two small 
fish, also black, appear to glide swiftly and 
silently through the floral arrangement. 

The treatment of the window card is par- 
ticularly interesting, reproducing as it does, 


Marsh grasses and berries which 


—Upper left, by Irving Eldredge, R. H. Macy 

& Co. ... Immediately above, by E. L. Voll- 

mer, Bonwit Teller. . . . Left, by Robert Piche- 

not, Franklin Simon. . . . (All photographs 

by courtesy of Virginia Roehl Studios, New 
York City)— 
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—Top, by Elfons Bach, Lerner Shops. . . . 
Center, by Joseph Dultz, Bloomingdale's. . 
Below, by S. A. Rosenberg, Namm's, Brooklyn— 


in effect, the larger screen background. The 
message is lettered in gold on a black card, 
this serving as a center panel for the two 
smaller side pieces made of the pale gold 
net with black border; a miniature paper 
cut-out of a dragon in a truer gold tone ap- 
plied against the net. The mannequin wears 
a costume in two tones of brown—the suit 
in a cafe au lait tone with handbag, shoes, 
gloves and fan, which she carries, in the 
dark brown; what appears of the hat is 
brown satin bows resting against the hair, 
and she wears many gold rope bracelets. 
Daisies are contributing a large part to 
telling the summer story in interior displays 
at Macy’s. Used profusely throughout the 
street floor, Display Director Irving Eld- 
redge has also “planted” them in many sec- 
ond and third floor department displays, 
thus accenting a feeling of continuity in 
display as well as in merchandise. The ac- 





companying illustration is one of a series 
built around the street floor columns which 
directly face the main Broadway entrance. 
“America’s first love—Cottons,” is the fash- 
ion theme in accessory departments adja- 
cent to these settings. Accessories are fea- 
tured in the curved counter case. Roosters 
and hens, in black and in white honeycomb 
papers are safely posed on swatches of grass 
and from this vantage point have picked up 
a number ot the smaller pieces of accesso- 
ries, while daisies grow here and _ there 
throughout the display of the case. The 
lower portion of the floor column is en- 
closed in grass and on a projecting curve, 
similarly grass covered, rests a mannequin 
balancing two pale green pails showing 
tarmyard motifs which are painted on in 
contrasting colors. The buckets are filled 
with daisies. The mannequin combines the 
Howers with her colorful pinafore and they 
ire also spaced in rows against the grass 
background. 

Elfons Bach, head of the Design Bureau 
f the Lerner Shops, has created an inter- 
sting and very functional “Self-Service 


Bar” for the store’s Fifth avenue shop. 
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Modern in design, the self name of the bar 
appears on the top level of either side of 
the unit and is carried in cut-out script of 
thin wood painted white. 

Providing for two levels of individual 
bins, the walls of the upper level are painted 
in a soft pink, while those of the lower 
level are painted in clear yellow. For the 
smaller pieces of merchandise carried on 
the upper shelves, clear glass makes the sub- 
dividers. All stock in the “Victory Garden 
Clothes” which are now carried here, is ar- 
ranged by size, the sizes prominently marked 
on cards which are applied to the front of 
the individual bins. The bleached wood cor- 
ners of the unit are inset with frosted glass 
through which comes indirect lighting. 

A miniature picket fence of wood, which 
is painted white, encloses a simulated gar- 
den on the top of the unit, the mannequin 
resting her hand on a watering can which 
has been painted soft blue with white coin 
dots. Artificial vegetables are planted in 
this miniature garden enclosure. This set- 
ting Is strategically placed on the spacious 
street floor and is adjacent to the main 
entrance. 
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We at Rike’s, including the management, 
are quite display-conscious in all its phases 
—but particularly with regard to the inte- 
rior of the store. Proof of this is seen in 
the amount of display space in use through- 
out the store. We feel that such display is 
important not only as a medium of increas- 
ing sales, but in making the store more in- 
teresting and certainly more colorful. 

Several examples of how we handle our 
interior display spaces are seen on these 
pages. With regard to changes, we try to 
maintain a schedule of one change a month 
—although in a few key spots such as the 
main aisle intersections and elevator fronts, 
changes are made a little more frequently. 
The backgrounds employed are, in most 
cases, seasonal, but often in some displays 
there is a dramatic tie-up with various 
kinds of promotions. Merchandise from 
upper floors is almost always represented in 
some of the displays on the main floor. Sign 
cards, with descriptions of merchandise and 
listing the floor or department from which 
the merchandise can be obtained, are con- 
sidered as very important. 

We have a chart of the display spaces for 
each floor, including the basement, and _ be- 
tween 200 and 300 such spaces exist. The 
charts are of course used to schedule 
changes and keep a record of such changes, 
being red-pencilled with the date of instal- 
lation and the name of the display person 
handling that particular display. 

The basement store has seventy display 
cases, sixty-two of these being overhead 
shadow-boxes ranged all around the outside 
wall of the floor. These are built from the 
top of the merchandise fixtures to the ceil- 
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Colorful Interiors 


But Create A 


By JOE E. VENT, 


ing and are of various sizes; the average 
size is 4% feet long by 2% feet high by 1% 
feet deep. These lighted, colorfully trimmed 
displays give a very good effect. Most of 
the trims require ladder work, but we were 
fortunate enough to find a girl who doesn’t 
mind it. This floor is a full-time job, and 
a larger chart is kept here. The same sched- 
ule of changes as for the upper floor is 
maintained, with the backgrounds and props 
being seasonal. 

Two girls take care of the main floor, but 
our present problem is the second floor 
where display spaces Nos. 1 to 56 are over- 
head shadow-boxes and require ladder work. 
We have developed settings in most of them, 
such as from No. 1 to 10 (the Infant’s de- 
partment) where white ruffles are carried 
around the frames of the shadow-boxes, and 
where cut-out babies, ribbons, rattles, and 
baby merchandise feature the displays. In 
the “Two-to-Six Shop,” overhead boxes 
Nos. 11 to 23 carry out a circus theme. 
There are wallboard cut-out animals in 
pastel tints, wagon cages, clowns, and so on, 
with a scalloped valance to represent the 
side of the tent. The “High Shop” shadow- 
boxes have rural subject panels that are 
very colorfully done in paper sculpture. The 
shoe department has shoe trims now, but 
we are developing a semi-permanent idea 


—Much attention is given to special interior 

treatments at Rike-Kumler, and the illustrations 

here are typical examples. Between two and 

three hundred interior display spaces are cared 

for regularly in spite of a shortage of help in 
the display department— 
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Rike-Kumler's, Dayton 


for these units, also. By doing so the over- 
head trims do not require much attention 
from the display staff. With the help of 
the sales people doing some of the case 
trims, the window staff, and the two main 
floor girls, the floor does manage to get 
along—but we are trying to improve the 
situation. 

The third floor was remodeled recently, 
with the floor now designed so that it re- 
quires forty-five mannequins for display, 
these being placed on platforms. There are 
only four places on the floor that require 
the help of the display staff. A “displady” 
and a maid who does the pressing of the 
garments displayed take care of dressing 
the mannequins. With scheduled changes 
and customer requests for try-ons, this is a 
full-time job for both of them. 

The fifth floor has eight overhead shadow- 
boxes in the linen department that are taken 
care of by the display staff. 

The manpower—or should I say the “wom- 
anpower’—problem has disrupted the sched- 
ule in our display department operation, 
although we are gradually getting it worked 
out. Girls have taken the places where we 
had men; our interior staff now consists of 
four girls. This will be increased to five, 
since the second floor is not receiving 
enough attention. Our window display staff 
now has three girls. Being of the “old 
school,” I was a little dubious about women 
in display; to my surprise, we find there is 
a place for them—and why not? Most inte- 
rior display cases are used to show fashion 
accessories and small wares for the home, 
and girls are able to give such displays a 
characteristic feminine touch, in many in- 


Dominate Rike’s, 
Display Problem 


DISPLAY WORLD 


stances instilling a new technique that is 
most interesting. We find they like to make 
their own display props and settings, using 
the smaller power tools and paints, or in 
general helping themselves. This is_ the 
part about which I was not so sure at first, 
but the results are most gratifying. 

Interior display supervision, due to new 
help and lack of trained people, comes di- 
rectly under the display manager here, but 
our postwar plan is to return to having an 
assistant interior and an assistant window 
display manager. Capable people, particu- 
larly on detail and working with the display 
manager, make for better display. 

Our display staff now consists of four 
girls on interior display, two displaymen, in- 
cluding the writer, one boy and three girls 
in the windows, one shop man, and three 
card writers—one of whom we are losing to 
the army just next week. The situation is 
by no means ideal—but it could be worse. 


—These illustrations show typical treatments 
of interior sets at Rike-Kumler's, ranging from 
complete floor displays to cases and ledges. 
The shortage of labor available for the dis- 
play department has in part been solved by 
employing girls—and Joe Vent, in common 
with numerous other display directors who 
have added "‘displadies'’ to their staffs, com- 
ments that they seem to take to display 
naturally. Due to the present labor situation 
the interior display at Rike's comes directly 
under the display director; after the war an 
assistant interior display manager will head 
up this particular branch of the store's 
display— 
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War Theme Suggestions 
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—Coming government programs: Home Canning, August 2-7; "Prepare Travel,'' August 16-21 or August 23-27, as desired; War Bonds and 
for Winter,’ August 9-14; Textile Conservation, August 16-21; "Don't Stamps, continuing promotion— 
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TO THE 
AMERICAN 
DISPLAYMAN 
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* Long hours after the stores have closed, the displayman is doing his part in help- 
ing America win the Victory. For window displays are powerful homefront weapons 


these days... Throughout the land, the displayman is not only cooperating with his 
local Victory Display Committee, but is using his own creative genius to build eye- 
compelling displays which sell millions of people ideas that help our total war effort... 
The American displayman asks for no special recognition. He is willing and happy to 
give his best... Hats off to him! His untiring effort and his “know-how” go into the 
window displays which are “moving” people, when the “moving” of merchandise is 
less important. It is a pleasure to pay this tribute to one group of loyal Americans... 
L. A. Darling Company, Bronson, Michigan. 


DARLING 


The Name to Think Of First in Display 


"A 
\ THE THREE DARLING PLANTS FLY THE COVETED TREASURY FLAGS 
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Make Your Equipment Last Longer 
By Following These Tips 


War conditions are making conservation 
and maintenance a vital factor in the dis- 
play department. With so many important 
materials formerly used for display purposes 
now on the priority list, display managers 
are giving more thought than ever before 
to the care of their mannequins, metal and 
plastic fixtures, stands, back- 
grounds, and other essential items. The 
situation is aggravated in some cases by the 
increased dirt and soot caused by local war 
industries, as well as by reduced street 
cleaning, and by the enforced reliance upon 
untrained personnel. 

Damage and dirt affect display fixtures 
are actually in use and 
when they are in the storeroom. The dust 
that creeps in through the window-frame is 
no friendlier to polished and lacquered sur- 
iaces than the dust in the sub-basement. If 
allowed to accumulate, it spoils the surface. 
Hence, all washable fixtures should be given 


plywood 


both when they 


a soap-and-water treatment as soon as they 
are taken out of the window. Then they 
should be covered with muslin or other 
wrapping material until needed. 

All finished wood fixtures are washable 
unless they have been painted with water 
color, as is often the practice. Natural 
furniture, panels and other articles 
should not be washed unless they have been 
waxed and _ polished. 

Plaster compositions, plaques, 
brackets, pilasters, pedestals and decorative 
sculpture, are washable in most instances, 
for the established practice is to spray them 
with lacquer. 
paint for this purpose, which also can be 
washed with soap and water. If coated with 
gold leaf, however, they should merely be 
brushed clean; the tarnish gives an antique 
effect which is considered highly desirable. 

“Lucite” and other plastic fixtures should 
be bathed regularly in soap and water, not 
only to preserve them from grit, but also to 
make them glisten. The same thing is true 
of crystal and colored glass. Cloudiness can 
be avoided by using hot water and plenty of 
suds. 

Plywood, like the many metal fixtures in 
common use for display purposes, is no 
longer available for building displays. Gritty 
particles can do it great damage, and it is 
therefore advisable to wash every piece be- 
fore it is stored. No other wood that is now 
available for non-war use can equal it for 
durability under the heat of window light- 
ing. Balsa, so popular for many uses, can 
not be obtained today, and this wood, too, 
should be carefully guarded. 

Papier mache, often employed instead of 
plaster where light weight and a soft texture 
are essential, can be washed clean if the 
lacquered or painted with oil 


wood 


such as 


Some manufacturers use oil 


surface is 
paint. 


By GEORGIA LEFFINGWELL 
Ames & Norr, New York City 


Another display product whose manufac- 
ture has been affected by the war is arti- 
ficial foliage and flowers. The use of paper, 
manpower, and critical material—wire—for 
such purposes has been drastically cur- 
tailed. Under the circumstances, the display 
department which has a good supply of 
flowers and leaves will take good care of 
them between uses. They can not be washed, 
but they can be dusted and stored in dust- 
proof bags until they are wanted again for 
the window. 

According to display repair specialists, 
much of the damage that they are called 
upon to correct is caused by improper treat- 
ment at the hands of uninformed workmen. 
Typical is the lacquered chest or table 
which has been painted over with water 
color. The latter, having undergone a chem- 
ical change with the lacquer, will not wash 
off, and the pitted surface left can be re- 
stored only by scraping off the lacquer 
undercoat and refinishing the whole piece. 
On the other hand, lacquer can be covered 
with oil paint without resulting damage. It 
can be painted over and over again. 

Mannequins, the costliest of the fixtures 
used by the average display department, 
require special handling. Like the other 
items mentioned, mannequins are on the crit- 
ical list, because of their metal stands, metal 
arm locks, rubber hands and other features 
employing high-priority materials. Cleanli- 
ness is an important factor in their mainte- 
nance; no matter how carefully they are 
handled in interiors and windows, dirt 
and dust will do their ravaging unless 
checked. If the mannequins are hard-sur- 
faced, as many are, they can be washed with 
soap and lukewarm water. Those with a 
stippled texture, however, should not be 
wetted. A sponge rubber eraser can often 
be relied upon to remove soil marks. 

The Madisonia Manikin Refinishing Com- 
pany, which specializes exclusively in re- 
finishing mannequins, has prepared the fol- 
lowing tips on how to make them last 
longer : 

1. Cover the head with a “Pliofilm” or 
soft cloth bag when dressing and undress- 
ing the mannequin. (And, we might add, 
keep these bags clean by washing them reg- 
ularly with soap and water.) 

2. Remove hands_ before 
arms from mannequins. 

3. When the mannequin is not in use, re- 
move arms and hands and store in a safe 
place. A simple cloth shoe bag is an ideal 


removing the 


receptacle for hands. 

4. Do not keep interior mannequins where 
they may be tipped over by customers. Be 
sure that they are well set on their stands. 

5. Keep a record of numbers of hands 
and arms. Do _ not 
noting. 


interchange without 


6. Keep the wig on the head. It loses its 
shape if left off for any length of time. 
Long bobs may be kept in order by keeping 
a heavy snood over them when not in use. 

7. If arm or wrist locks stick, do not 
force them. Care and patience are more 
likely to be successful. 

8. A kneaded rubber eraser for removing 
fingerprints and dirt, and a dry rubber 
sponge for dust, will prove very effective. 

9. It is a false economy to neglect small 
cracks and chipped paint, for the damage 
will spread quickly and cause additional 
expense. 

In the windows of smaller stores, it is 
frequently the practice to display mounted 
cards or posters which are kept behind glass 
in an effort to keep them clean. Sooner or 
later, however, the inevitable dust penetrates 
between the frame and the glass. Washing 
the outside of the glass does little good; the 
only way to get the poster really clean is 
to take the glass out of the frame and wash 
both sides in soap and good hot water. It 
probably will be advisable to insert a new 
poster or card. 


The smaller stores are the chief offenders 
so far as dirt and dust in their windows 
and on fixtures is concerned. Yet the expe- 
rience of their larger competitors proves the 
importance of clean window displays, with 
clean rugs, hangings and other appurte- 
nances, in persuading the customer to come 
in and buy. 

Just as important as cleaning up fixtures 
is washing the window itself. With present- 
day labor shortages, it is difficult to adhere 
to a regular housekeeping schedule through- 
out the entire store—but it is nothing less 
than sales insurance to keep the display 
windows clean. The floor and walls are 
particularly important; some large depart- 
ment stores repaint them at every change. 
If this pays in cases where settings are 
replaced every few days, how much more 
essential it is to keep the walls clean when 
they themselves constitute part of the dis- 
play! 

It is impossible to over-stress the impor- 
tance of washing floors at every change of 
merchandise. No better cleansing agent is 
available for this purpose than soap and 
water. Keep wringing the mop carefully, 
to avoid sloshing or splashing. Of course, 
the floor should be waxed immediately after 
washing. 

Walls are no trouble to clean if they are 
relatively free of “gingerbread” and other 
elaborate ornamentation. If they are so 
ornate that cleaning and occasional re- 
painting are difficult to do, the best way out 
is to sheath the walls with plasterboard, 
asbestos hardboard or other material, and 
then decorate the “new” wall to suit. 
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HERE COME THE 


NEW SUCKERS! 


* 


Uncle Sam's newest crop of unpatriots! 


They LOOK like intelligent people. They dress like other 
folks. But when they draw you aside, drop to whispered 
words and tell you where you can get some “'‘ss-s-s-s-s-s-s—" 
you can spot them as the NEW SUCKERS. They’re the 
stealthy patrons of the Black Markets. 


During the Prohibition Era they always knew the best 
“leggers’’. They courted illness or blindness, or worse. Now, 
instead of drinking somebody's bathtub germs in their gin, 
they eat the meat of diseased and unsanitary animals. They 
go for bootleg shoes, nylons, gasoline, meat—any clandestine 
what-have-you’s. They take chances which, if required of 
them, would wring anguished cries from their indignant lips. 


They're the same crowd that goes for feedbox dope 
“straight from the horse’. They know systems for winning at 
roulette, infallibly. They know which are the good astrologers 
and soothsayers. In short, they’re WISE GUYS. 


: Listen! 

| ‘‘Wanna get some ‘hot’ coffee?’ ... “I gotta tip on some 

r home-killed beef!’’ .. . “Bill's got the inside on a set of tires 
—almost new!"’... ‘‘Wanta buy some gas coupons, Mister?”’ 


Here they come—the NEW SUCKERS! 


OLD KING COLE, INC. 


CANTON -* OHIO 


50 Years in Display...Now 100% in War 
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J.A.D. News... 








The officers and directors of the Inter- 
national Association of Display, with two 
exceptions, have been reelected for a second 
term of office as a result of the balloting 
by mail recently completed. Wayne Corey, 
Spokane Dry Goods Company (The Cres- 
cent), Spokane, has been named to represent 
the tenth district, and Harold J. Kneeland, 
Maurice L. Rothschild & Co., St. Paul, has 
been elected to represent the eighth district. 

Officers for 1943-44 are accordingly as fol- 
lows: president, Ray W. Parks, Leavitt 


Manchester, N. H.; 


Stores Corporation, 
first vice president, Joseph F. Bronsing, 
Goldsmith's, Memphis; second  vice-presi- 


dent, Everett Quintrell, Elder & Johnston 
Company, Dayton, Ohio; third vice-presi- 
Loveman, Joseph & 


lfadem, 


dent. Joseph \polinsky, 
Loeb, Birmingham; treasurer, C. H. 
von Tailoring Company, Cleveland. 

Phe board of directors is made up of the 
following McCann, S. 
Kann Sons Company, Washington; first dis- 
trict, John McCarthy, Brown-Durrell Com- 
pany, Boston; second district, Lothar Ditt- 
mar, D. M. Read & Co., Bridgeport, Conn. ; 
third district, Eugene Turner, Zachry’s, At 


chairman, Joseph 


lanta; fourth district, Frank Whitelam, R. 
H. Fyfe & Co., Detroit; fifth district, L. L. 
Wilkins, Pizitz Dry Goods Company, Bir- 


mingham; sixth district, Robert O. John- 
son, Commonwealth-Edison Company, Chi- 
ago: seventh district, Dave Estes, Bond 
Clothing Company, St. Louis; eighth dis- 
trict, Harold) J. Kneeland, Maurice L. 
Rothschild & Co., St. Paul; ninth district, 
Richard A. Staines, Vandever Dry Goods 
Company, tenth district, Wayne 
Crescent, Spokane; eleventh 
Maley, The Broadway- 


( 


Tulsa; 
Corey, The 
district, Aubrey L. 
Hollywood, Hollywood. 

A report of the board meeting scheduled 
for New York City this month will be 
given in the August DISPLAY 
WORLD 


issue. of 


The I. A. D 
officially closed June 15 and many photo- 
deadline. 


annual photograph contest 


graphs were received after the 
\ll photographs were classified and each 
entry given a code number, all identifica- 
tion marks were removed, and then they 
were forwarded to the chairman of the 
judges, Carl V. Haecker, W. T. Grant Com- 
pany, New York City. The other judges 
were Irving Eldredge, R. H. Macy & Co.; 
George Wells, James McCreery & Co.; Miss 
Zelma Bendure, Fairchild Publications, and 
Miss Irene Bender, Associated Merchandis- 
ing Corporation, all of New York City. 
Records were kept by Miss F. Casey, Miss 
J. Tuceillo and A. Brophy of the W. T. 
Grant Company. 

Here is the final decision of the judges: 
Division: Clare Fred 
Company, Billings, 
Vent, Rike- 


Sweepstakes — “A” 
Cutter, Hart-Albin 
Mont.; “B" Division: Joe E. 


Kumler Company, Dayton, Ohio. 


President 
Women's Wearing Apparel —“A” Divi- 
sion: first, second, third, Vid Rosner, Meis 
Company, Terre Haute, Ind.; “B” Division: 
first and third, Syl Rieser, Stix, Baer & 
Fuller, St. Louis; Vent, Rike- 
Kumler Company, Dayton. 

Millinery—"“A" Division: first, Vid Ros- 
ner; second, George Bengel, Jr... Parson- 
Souders, Clarksburg, W. Va.; third, Russell 
Mayer, Stillman’s Dry Goods, York, Pa.; 
first, second, third, Syl Rieser. 

Women's Accessories—“A” Division: first, 
second, third, Clare Fred Cutter; “B” Divi- 
sion: first, Syl Rieser; second and_ third, 
ds EK. Vent. 

Women's Sportswear—"A” Division: first 
and second, Morris White, Stanley's, Troy, 
N. Y.; third, Vid Rosner; “B” Division: 
first, J. E. Vent; second, Everett W. Quin- 
trell, Elder & Johnston Company, Dayton; 
third, June Smartwear-Emma 
Lange, Inec., Milwaukee. 

Lingerie, Negligees, Corsets, Ete. — “A” 
Division: first, Clare Fred Cutter; second 
and third, George Bengel, Jr.; “B” Divi- 
sion: first and second, Syl Rieser; third, 
J. E. Vent. 

Children’s Wear—"A” Division: first and 
second, Morris White; third, Vid) Rosner; 
“B” Division: first and third, J. EK. Vent; 
second, Syl Rieser. 

Infants’ Wear 
and third, Vid Rosner; “B” Division: first, 
J. FE. Vent; second, Joe Chadwick, Famous- 
third, Gerson 


second, J. FE. 


“B” Division: 


Gauger, 


“A” Division: first, second 


Barr Company, St. Louis; 
Isenberg, Bernhard Ulmann Company, New 
York City. 

Draperies, Curtains and Domestics ; 
and Piece Goods—"A” Division: first and 
second; J. Dayton Saltzman, The Willson 
Chase Company, St. Petersburg, Fla.; third, 
Morris White; “B” Division: first, J. E. 
Vent; second, Jordan Marsh Company, Bos- 
ton; third, Lolita Staines, Vandever’s, Tulsa. 

Men's Clothing—"“A” Division: no entries ; 
“B" Division: first and third, Syl Rieser; 
second, Richard A. Staines. 

Men's Division: first, 
second and third, Vid Rosner; “B” Divi- 
sion: first, Armand C. Raining, Boyd's, St. 
Louis; second, Jordan Marsh Company, 
Boston; third, Syl Rieser. 

Men's Sportswear —“A" Division: first, 
second and third, Morris White; “B” Divi- 
sion: no entries. 

Boys’ Clothing—"A” 
“B” Division: first, second and third, Lolita 


Dress 


Accessories—"A” 


Division: no entries; 


Staines. 

Boys’ Accessories — “A” and “B” 
sions: no entries. 

Shoes — “A” Division: first, second and 
third, Arthur Miller; “B” Division: first, 
Paul Watkins, Madison's, Inc., Columbus, 
Ohio; second and third, Everett W. Quin- 
trell. 

Toys—"A” and “B” Divisions: no entries. 

Sporting Goods—"A” and “B” Divisions : 


Divi- 


no entries. 


By RAY W. LR ETE IRE ATES 





Luggage—"A” and “B” Divisions: no en- 
tries. 

Rugs and Floor Coverings—“A” Division: 
no entries; “B"” Division: first, second and 
third, J. EK. Vent. 

Furniture—"“A” Division: first, second and 
third, Jack Krumholz; “B” Division: first, 
Joe Chadwick; second, Syl Rieser; third, 
J. BE. Vent. 

Appliances, 
Stoves, Etc.—‘A” Division: 
and third, Jack Krumholz; “B” Division: 
first and second, Roy H. Heimbach, Michi- 
gan Consolidated Gas Company, Detroit; 
third, C. M. Griffin, Ohio Edison Company, 
Youngstown. 

Drugs, Toilet Goods, Candies—‘A”’ 
sion: first, second and third, George Ben- 


Radios, Washing Machines, 
first, second 


Divi- 
gel, Jr.; “B” Division: first, second and 
third, Everett W. Quintrell. 

Jewelry—"A” Division: first, second and 
third, George Bengel, Jr.; “B" Division: 
first, Everett W. Quintrell; second, Jordan 
Marsh Company, Boston; third, J. FE. Vent. 

Hardware, Paints, Auto Accessories—"A” 
Division: first, second and third, Morris 
White; “B” Division: first, second and 
third, ae E. Vent. 

Best Patriotic Display—A” 
first, second and third, Jack Krumholz; “B” 
Division: first, W. Frank Collins, The May 
Heim- 


Division: 


Company, Cleveland; second, Roy H. 
bach; third, J. E. Vent. 

Best Institutional Display—"“A” 
first and second, William F. Gekle, Jr., 
Luckey Platt & Co., Poughkeepsie, N. Y.; 
Bengel, Jr: “B” Division: 
Vent; third, 


Division: 


third, George 
first, Svl Rieser, second, J. E. 
Roy H. Heimbach. 

Best Interior Department 
first, second and 


Display—“A” 
Division: third, Jack 
Krumholz; “B" Division: first and second, 
Ralph Gallahon, John Shillito Company, 
Cincinnati; third, Everett W. Quintrell. 
Best Decorated Float—“A” and “B” D1 
Vision: no entries. 
.Christmas—First, second and third, Sy 


Rieser. 

Show Cards—First, second and third, Ray 
Martin, Consolidated Edison Company, New 
York City. 

Utilities—First, Ray Martin; second, C. 
M. Griffin; third, no prize. 

Today the International Association of 
Display’s campaign is in high to collect 
funds for the purchase of Red Cross am- 
bulances for our fighting men, each ambu- 
lance to bear the insignia of the I. A. D. 
as explained in previous issues of DIS- 
PLAY WORLD. 

Working with paint and paper while our 
buddies, our members, are out there fighting 
with cold steel is no fun. Here’s a chance 
to work off some steam. Mail your checks 
and money orders for War Bonds to I. A. D. 
headquarters, 855 Elm street, Manchester, 

[Continued on page 39] 
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isplay Breaks Loose 


Display is sailing ahead—but dragging an 
anchor. The drag is certainly no fault of 
the display profession—but there it is. I 
refer to the architectural profession which 
has relegated display to a place entirely 
unrelated to its importance. Purely unin- 
tentionally, just thoughtlessly perhaps, limi- 
tations have been placed on display tech- 
nique which we can not fully realize until 
they are removed. 

The window layout that all must conform 
to—the column spacings, the floor space— 
these are all things that we are inclined 
to take for granted because we have been 
faced with them for so long. Freed of 
them we would hardly know where to turn 
—yet freed of them we shall be. 

The building which has been the back- 
ground for merchandising is basically un- 
changed from the first conception of what 
we call the store. That it has changed at 
all is due to the advance in display tech- 
nique. Yet new store fronts and interior 
remodeling have done away with the trap- 
pings, but leave the limitations _ little 
changed. Strip off the tin ceiling, the Cor- 
inthian capitol and fluting from the column 
—but the column is still there. The un- 
necessary has been eliminated wherever 
possible so that simplicity and neatness take 
the place of ornament and confusion. Yet 
the impediments and limitations remain. 

The same obstacles which display must 
surmount are those which stymie flexibility 
in merchandising areas. Our stores through- 
out the country have a dread similarity 
which all ingenuity can not disguise. Why? 

We have to go back to 1893 to find the 
That's when it all started. The 
World’s Columbian Exposition plopped 
down before the unsuspecting American 
people a galaxy of borrowed European arch- 
itectural styles—“Pure Greek classic, pure 
Roman, French, Spanish and Romanesque” 
—and for fifty years the idea has_ stuck. 
The germs of simplicity, neatness and _fit- 
ness to function that were developing in 
this country were lost in the scramble of 
the architects to create an academic and 
thoroughly phony revival of all the above 
styles plus a dozen more. The practical 
problems of everyday living were forgotten 
by the architect who climbed on a marble 
pedestal and dictated the artistic require- 
ments of the day. We are still subjected 
to their whim as is shown in the recent 
revival of “Williamsburg” colonial which 
has flooded the country. 

If academic architects forgot their proper 
function, others rediscovered it, so that to- 
day in America, out of the mess, is emerg- 
ing a new and honest approach to architec- 
ture. It will have a profound effect on our 
way of living and on the technique of mer- 
chandising and display. 

This may seem rather remote from the 
display profession which has gained its 
present importance through its adherence to 


answer. 


By WOODWARD GARBER 
Co-Operative Displays, Inc., Cincinnati 


its simple function—merchandising. Dis- 
play is a primary part of, and adjunct to, 
merchandising that can justify its existence 
only in its attractive, constructive and prac- 
tical stimulation of the mind toward prod- 





—Woodward Garber— 


ucts. But the building in which both mer- 
chandising and display must exist has been 
subjected to fixed limitations by the aca- 
demic architect's inability to grasp the prob- 
lems at hand. 

We are interested, then, in just what the 
change will be—if it will be made at all. 
Let me assure you the change is no postwar 
ballyhoo dream of a visionary. The revolu- 
tion in architecture is no longer a forlorn 
hope. Modern architects have fought al- 
most unheeded until now they are finally 
coming into their own. It has been a last- 
ditch battle and the mopping up operations 
will last some time. But the last architec- 
tural publication has finally abandoned the 
academic architect to his hibernation, and 
the popular magazines and newspapers are 
publicizing as the “home of tomorrow” the 
best modern features that have already been 
built. 

This is no new style. It is a practical, 
common-sense approach to the building 
problem similar to that which the display 
designer has applied to merchandising. The 
modern home becomes a background for liv- 
ing, as the modern museum is a background 
for paintings, and the store a background 
for merchandising. Flexibility and = sim- 
plicity, designed trom the inside to serve 
first needs first, allow no compromise with 
a borrowed stylistic exterior. This then is 
a philosophy of design aimed at solving our 
basic needs of living. The inclusion of all 
the necessary amenities, the exclusion of all 
unnecessary clutter. A transparency of in- 
side to outside—these are the characteristics 
of the modern design. 

The avenues of expression in display are 
almost unexplored where the buildings in 
which merchandising occurs provide utilities 
and shelter only, and allow the free applica- 
tion of display and merchandising technique 
to the type of product on sale. The whole 
or any part of a store can be opened to the 
street so that visual attention and customer 


circulation can work hand in hand. Display 
fixtures and display areas can be broken 
into vistas that develop and change as the 
public circulates—or by skillful coordina- 
tion of a whole area, single objects may be 
successfully dramatized, so that each in turn 
takes its place of importance as the cus- 
tomer moves by without interrupting the 
continuity of the whole. 

To take full advantage of these new ave- 
nues of expression calls for the utmost 
knowledge, judgment and taste on the part 
of the display designer and a coordinated 
interplay of display and merchandising tech- 
nicians working together. 

Circulation, display and selling must com- 
plement one another in doing their job. 
These and infinite other combinations of 
methods require the careful study that I 
know the display designer is capable of ap- 
plying to the space which modern architec- 
tural design will provide. 

Having been introduced to the display 
profession as it is face to face with war, 
and seeing its unique contributions to the 
research, training, and educational branches 
of the services, I have realized profoundly 
the place of responsibility and respect it 
has brought for itself. The same ingenuity 
and flexibility assure this profession a 
growing pce of importance in the peace 
to come. 

(Editor’s Note—Woodward Garber is a 
newcomer to the display field, coming to 
Co-Operative Displays to design Army and 
Navy Air Force instruction mechanisms. 
Following his training in architecture at 
Cornell university he has worked as de- 
signer-coordinator on large public buildings, 
the World's Fair housing projects in New 
York City, and Cincinnati. Since a year be- 
fore Pearl Harbor he has been devoted ex- 
clusively to defense and war work in the 
form of armament plants, housing, army 
cantonments, ‘hospitals and instruction de- 
vices.) 








COMING UP! 

World War I Began—July 28, 1914. 

Atlantic Charter Day — August 14. 
(Charter was signed by President 
Roosevelt and Prime Minister Win- 
ston Churchill August 14, 1941.) 

National Aviation Day—August 19. 

Anniversary of the Founding of the 
Red Cross, at Geneva, 1864—Aug- 
ust 22. 

Anniversary of the Declaration of 
War against Germany by France 
and England (1939)—September 3. 

Labor Day—September 6. 

National Felt Hat Week—September 
11-18. 

Constitution Week—September 13-18. 

Star-Spangled Banner Anniversary— 
September 13. (Written in 1814.) 
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annequin masterpieces of the sculptor’s art, designed 

and constructed to meet practical requirements. Original, 

beautiful, up-to-the-minute. Figures of men, women, misses, 

juniors and children in a vast variety of types and ages. 

And remember - - - - Mileo Mannequins sell merchandise. 
WE INVITE YOU TO VISIT THE STUDIO - - - PHOTOS ON REQUEST 


P. C. MILEO - 7 West 36th Street - New York 


Just off Fifth Avenue 
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First Annual Meeting 
Held By N.A.D.I. 


\n interesting two-day session which 
proved the virility of the National Associa- 
tion of Display Industries was held at the 
Palmer House, Chicago, June 26 and 27, 
This was the first annual meeting of the 
association and indicated that it has fash- 
ioned for itself a firm foundation for serv- 
ice to display. 

Those present were as follows: Ralph W. 
Adler, Jas. B. Williams, Inc., New York; 
Earl W. Gasthoff, Earl W. Gasthoff’ Com- 
pany, Danville, Ill; P. A. Schott, American 
Fixture & Manufacturing Company, St. 
Louis; Trowbridge H. Stanley, L. A. Dar- 
ling Company, Bronson, Mich.; Joseph LI. 
\dler, The Adler-Jones Company, Chicago; 
I. T. Vierheller, Garrison-Wagner Com- 
pany, St. Louis; Stanley Holz, Harve W. 
Ferrill & Co., Chicago; Albert Bliss, Bliss 
Display Corporation, New York; Harold C. 
Wane and Arthur Lytle, Sherman Paper 
Products Corporation, Newton Upper Falls, 
Mass.: M. Goldberg and Phil Goldberg, 
Schack's, Inc., Chicago; George Silvestri, 
Silvestri Art Manufacturing Company, Chi- 
cago: W. L. Stensgaard, W. L. Stensgaard 
& Associates, Inc., Chicago; Nathan Silver- 
blatt, DISPLAY WORLD, Cincinnati. 

In his annual report President Ralph W. 
Adler indicated that much has been accom- 
plished, that the association has grown in 
importance and influence, that new members 
have been obtained, and that the association 
is destined to do an ever bigger job for 
display. He stated further that the asso- 
ciation could well be proud of the fine work 
by Trowbridge H. Stanley in making such 
a fine showing for the industry in DISPLAY 
WORLD'S Convention-in-Print. He stated 
that the association will have many prob- 
lems of the industry to solve, which if han- 
dled wisely will build a firm foundation for 
the industry and permit a substantial growth 
in every direction. 

The following concerns were recommend- 
ed for membership by the membership com- 
mittee and were approved by the board of 
directors: Mechanical Man, Inc., Washing- 
ton: Reflector-Hardware Corporation, Chi- 
cago; The Display Publishing Company, 
Cincinnati; Sherman Paper Products Cor- 
poration, Newton Upper Falls, Mass.; Ma- 
haram Fabrice Corporation, New York; Sta- 
ples-Smith Company, New York; Scheuer 
\rt Metal Manufacturing Company, New 
York. 

The enthusiasm of the membership in the 
possibilities and benefits of association co- 
operation was reflected in the action taken 
to proceed at once with an advertising cam- 
paign in DISPLAY WORLD to begin with 
the August issue. This program was en- 
trusted to the publicity committee under the 
direction of Trowbridge H. Stanley, chair- 
man. 

A great deal of study and deliberation 
was given to the matter of regional display 
market weeks, brought into focus by the 


New York and Chicago events which were 
conducted independently of the association. 
It was felt that such market weeks are defi- 
nitely of concern to the association because 
they concern the welfare of the display in- 
dustry as a whole and therefore the asso- 
ciation should formulate a policy in this 
matter that would be fair to all concerns no 
matter where located. The success of these 
initial events definitely proved their useful- 
ness in the present emergency particularly 
and the matter is being studied by the ex- 
hibit committee under the chairmanship of 
W. L. Stensgaard, who was requested to 
present a complete report at a special meet- 
ing to be held at New York in December, 
when formal action will be taken. In the 
meantime the following resolution was ap- 
proved: “Be it resolved that no member of 
the N. A. D. I. shall participate in any dis- 
play market week or display convention 
without the majority approval of the N. A. 
1). I. membership.” 

Another important matter was the deci- 
sion to have a special association seal or 
trade-mark designed to be used by members 
on their stationery and in their advertising. 

The sessions throughout were most. in- 
teresting, covered most of the prevailing 
problems of the industry, and were partici- 
pated in widely by all present. 


Detroit Club Honors 
Arthur Hoerauf 


Members of the Detroit Display Club met 
at a testimonial luncheon on July 2 in honor 
of Arthur Hoeraut, of the firm of that name, 
who has retired from business after nearly 
twenty-five years of supplying displaymen, 
sign writers and artists with equipment and 
supplies. As a token of appreciation for 
the constant interest Hoerauf has shown in 
the local club and for his activities as an 
officer and on committees, he was presented 
with a pigskin golf clock. To begin his 
well-earned rest, Hoeraut will spend several 
months in Arizona. 

Ralph Murphy, publicity director for the 
Peoples Outfitting Company, addressed the 
meeting on War Bond display activities in 
relation to the showing in Detroit of a cap- 
tured Japanese two-man submarine. 


Champion Reports 
On The Northwest 


R. W. Champion, head of the display firm 
of that name in Seattle, reports as follows: 
“Recently I made trips through Spokane, 
Yakima and Portland, as well as a trip to 
Vancouver, B. C.; all of these areas are 
tremendously busy and overloaded with de- 
fense workers. The stores are hard-put to 
cope with the business, help being some- 
thing that just isn’t. From the angle of 
selling display materials, it is a rare treat 
to find the same man on a job these days— 
and then he is probably holding down two 
or three men’s work. 


PUL, VPAS 


“In Spokane, Wayne Corey, of the Cres- 
cent Department Store, has had the misfor- 
tune of an eye ailment that has required 
specialist attention back East. Many other 
boys in Spokane have changed jobs, going 
mostly into war work, and the same has 
occurred in Portland. “Old Reliable” L. A. 
McMullen, after thirty-five years at the 
Eastern Outfitting Company, Portland, is 
now with Weiner’s Men's Store. Malcolm 
Tennent, of the Meter & Frank Company, 
of the same city, was celebrating thirty- 
nine years with that company on the day I 
was in to see him.” 


Wounded Veteran Carries On; 
Seeks Display Job 


A reminder that the display field must 
begin thinking of ex-displaymen who have 
been wounded in service and wish to re- 
enter their former occupation is seen in the 
following letter received by DISPLAY 
WORLD from a resident of Salem, Mass.: 
“Tam writing you this letter to tell you of 
a displayman who has what I call real forti- 
tude. He does not know I am writing you. 
His name is Harry Greenway, and less than 
a year ago he was in the U. S. Naval hos- 
pital in Philadelphia. He had _ both legs 
amputated. He now wears two artificial legs 
and walks with the aid of canes. He has 
the use of a car and drives himself. 

“Just recently he did an entire spring 
front for the P. B. Magrave Company, Lynn, 
Mass., and did a wonderful job—one of the 
best ever done in that city. How he did it, 
I can not realize. He is working at the 
present time, but I know that he would like 
a job directing displays, doing card work, 
and so on in a good store where he can 
settle down for life. He has two daughters. 
I trust you can help him out, for he is a 
real fighter.” 

Anyone wishing to communicate with 
Greenway can reach him at 8 Glover street, 


Marblehead, Mass. 


War Production Board Orders Cut 
In Paper And Board For Display 

General Limitation Order L-294, issued by 
the War Production Board on July 7, pro- 
vides for a cut of one-third in the use of 
gross paper and paperboard in the manu- 
facture of “printed” displays. 

The units affected are defined by the 
order as: “Displays cover any laminated 
combination of printed matter and paper- 
board or other material, with or without 
easels or braces, when employed to convey 
a message or advertise a product or serv- 
ice. Displays include, but are not limited to, 
point-of-sale advertising (used on the prem- 
ises where calls are made), window, coun- 
ter, floor, wall and shelf display printed 
matter.” 


Closes Business 
For Duration 

W. S. Shadduch, operator of the Hi-7 Dis- 
play Service, Miami, announces that the firm 
has suspended for the duration of the war. 
Every member of the organization is now 
either in the armed forces or in defense 
work. Shadduch plans to re-open the busi- 
ness on a larger scale as soon as victory 
is won. 
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Get into the Scrap Drive with these 


“HEX-THE-AXIS” COLLECTORS £. 


By the Creators of the Original Hitler Pin Cushion! 





Join the nationwide drive for silk! 
Our papier-mache 34-inch high 
head of the Jap collects more silk 
than any other means used so far 
(by actual test). 


It's light—unbreakable—fully col- 
ored and fits over your standard 
20" wood barrel. 


Be the first in your city to use the 
approved ''Hex-The-Axis" method 
of collecting silk scrap. The head 
can also be used for window dis- 
play. 

Papier-mache effigies of Hitler 
and Musso are also available at 


the same price. 
The men we call the Axis Three. 


$ 00 
10-°° Each 

_ . Here’s one use—for the slinky Jap— 
Individually Packed. Order Today! ew yeu oe nee Xe ye 


BASSONS DUMMY PRODUCTS jiisccrn at von ony 








OB-NOX-SHUS NIPPY 
They're mostly mouth we all agree, 
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to give you outstanding displays 





What's your toughest display problem? 


The magic of Flexglass, the glass that bends and reflects 
shimmering, sparkling light, can change that word “tough 
est” to “easiest!” 


This new material can be used in a hundred ways — as a 
bit of background to accent individual pieces of merchan 
dise! As trim for a counter to step up that counter’s 
trafic! As a covering for columns or walls to tone up the 
whole store’s interior! 

Many, too, have found it amazingly eye-catching for ex- 
terior windows, or on store fronts or signs! 

Actually, Flexglass is little rectangles of real glass, per- 
manently cemented to flexible fabric. It is weather- and 
water-resistant, requires no maintenance. 





So what’s your toughest display problem? 


Put it up to Flexglass. It will bend over backwards to help 
do an outstanding display job for you. 





Flexglass and Flexwood are manufactured and marketed jointly by The 
Mengel Company, Louisville, Ky., and United States Plywood Corporation. 


UNITED STATES PLYWOOD CORP. 
103 Park Avenue New York 17, N. Y. 
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TOWELS 


For all the Family 





—A cartoon display is so simple that anyone can do it. The 
suggested design is to put on top of shelving above towel 
stock, or it can be used as a background piece for a window 
display of towels. The simple figures are painted on a wall- 
board panel, with the man's protruding leg cut from wall- 
board and attached to the panel. A slit is cut in the wall- 
board just above the arms of the figure so that towels can 
be pulled through, to give the appearance of being carried 
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—tThis self-service fixture for men's shirts is designed to fit in 
with the hosiery fixture shown on this page; it uses the same 
basic principle—the lower dividers keep the shirts in neat 
piles, and yet every shirt is easily seen. The top with the 
inclined display surface tilts the shirts so that they make an 
appealing display; by having the outer edge of glass, each 
shirt can be seen. This unit can be made to serve either one 
or two aisles and to fit on any table or counter— 











—This is the hosiery unit mentioned 
above. Like the shirt fixture, it can be 
placed on top of any table or counter. 
It is shown as a double fixture facing 
two aisles, although it can of course be 
designed for only one aisle. An examin- 
ation of the drawing will indicate how 
every pair of hose can be seen quite 
easily; by means of the dividers the stock 
almost automatically keeps itself in 
shape— 

















on the arms— 





—Another shelving-top display idea, this unit consists of 
two styles of shadowbox fixtures. One is a single, per- 
pendicular shadowbox; the other consists of a pair of hori- 
zontal shadowboxes. These are supported by wooden cur- 
tain poles and can be used for many different lines of mer- 
chandise. The perpendicular boxes can be fitted with 
shelves if desired. All frames are cut from wallboard— 
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TIMBERTONE Spans The Nation 


In hundreds upon hundreds of stores from coast 
to coast Timbertone OAK VENEERS are today a 
permanent and integral part of interior and 
window decoration. 


Display Managers, harassed by material and 
labor shortages have turned to Timbertone to 
meet their need of an ALL-SEASON background 
covering. Timbertone’s neutral tones achieve 
an incomparable blending of merchandise and 
background. It enhances the QUALITY-LOOK of 
merchandise no matter how varied the trim. 
Timbertone helps maintain an EVER-FRESH 


interest in the display with but the slightest 
addition of seasonal props. 


For its luxurious appearance, its year round 
utility, Timbertone Oak Veneer is the most 
INEXPENSIVE material on the market. 


If you are not familiar with what this product 
can do for your windows and interiors, see an 
installation in your vicinity ...there is one wher- 
ever you are... then 


CONTACT YOUR JOBBER 


TIMBERTONE DECORATIVE Co., INC. 


15 WEST 24TH STREET - 
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OAK VENEER (In Relief—not Flat). 


varied pickled finishes of grays; and pastel shades of blue, green, yellow and rose. 3"x 


Solid finishes of light and dark woods, 3'x24—§$1 
8'—§$ 


- NEW YORK 10, N. Y. 








Brooks, Inc., Washington, D. C. 





Famous Barr Co., St. Louis, Mo. 





A. S. Beck Shoe Stores—everywhere 





Displayman Becomes 
Store Director 


Something of a Horatio Alger story lies 
behind the recent announcement of the ap- 
pointment of William J. Wright as store di- 
rector of Beir Brothers, Niagara Falls, N. 
Y. Wright, who began his display career 
some thirty-five years ago, was formerly 
display manager for the Niagara Dry Goods 
Company, of the same city. Twenty years 
ago he joined Beir Brothers as display man- 
ager and later became a buyer. One of the 
Beir brothers died three years ago and the 
second one in May of this year. Wright's 
appointment as store director followed; he 
is the only person holding a top executive 
position at Beir’s outside of the immediate 
family. 





Another Displayman 


Enters The Service 


Harry Bader, The Darling Shop, Schenec- 
tady, has entered the armed service. 


Stensgaard Designs 
Flag Covers Folder 

At the request of the U. S. Treasury, W. 
L. Stensgaard & Associates, Inc., 346 North 
Justine street, Chicago, has designed a spe- 
cial folder in which magazine flag covers 
for display purposes will be sent to more 
than 2,000 stores. The folder shows sug- 
gested display uses for the covers. The cost 
of designing and producing the folder was 
donated by the Stensgaard firm. 





Jerman Wins 
Fishing Trip 

The coveted first prize in the National 
Fishermen's week display contest, sponsored 
by the Sporting Goods Dealer, St. Louis, 
has been awarded to Frank X. Jerman, 
Weed & Co., Buffalo. The prize consists of 
a week's stay at a Minnesota fishing resort 
for the winner and his wife, with all ex- 
penses paid. The display was very novel, 
requiring two separate windows, two sec- 
tions of the store building, and two floors, 


From the figure of a fisherman on the sec- 
ond floor a fishing line slanted across the 
face of the building and connected with a 
mounted fish in a window on the ground 
floor. In the background were several fish 
suspended by fine wire against a light green 
paper so that they seemed in real water. 

Second prize of a $25 War Bond went to 
Jack A. Hybarger, Leonard's Department 
Store, Fort Worth; third prize was won 
by Gene Williams, Barrett's, Inc., Joliet, 
Ill. The next four places went to H. A. 
Fitzsimmons, Armstrong Clothing Company, 
Cedar Rapids; Jimmie Poitras, Morley 
Brothers, Saginaw; Syl Rieser, Stix, Baer 
& Fuller, St. Louis, and Edward H. Tack- 
ney, Tool Shop Sporting Goods Company, 
Detroit. 


Transfer To Display 
For Frank Day 

Formerly a manager for the W. L. Doug- 
las Shoe Company, Frank S. Day is now in 
the display department of the same firm. He 
will work the New York district. 
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Displays That Sell Ideas 
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OE MILLION FATHERS 
A B/LL/0N WAR BONDS 


TATHESS DAL": 


—At the upper left is an example of how display can instruct the public 
in the various problems concerned with the war. Here E. L. Plock, Dey 
Brothers, Syracuse, shows a housewife and her maid making point ration- 
ing easy by handling it through a “point budget." ... Left center, a 
giant plaster bust of a man holds large reproductions of War Bonds; 
the display is by William P. Wyatt, Hahn's, Washington. . . . Lower left, 
seed packages march toward victory in this display by Syl Rieser, Stix, 
Baer & Fuller, St. Louis; similar treatment was given interior displays. .. . 





Upper right, an informative display by Stuart A. Raymond, The Broadway, 
Los Angeles, featuring real vegetables and a chart which gives details 
of planting time and other pointers on a successful victory garden. . 

Center, by Jack Pollari, Madigan's Chicago, with the “garden' in 
the form of a map of the United States with War Bonds springing from 
the soil. . . . Below, another display from Stix, Baer & Fuller, this one 
selling potential employees on the benefits to be found in working for 

that store— 
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STORE FRONTS OF TOMORROW 
[Continued from page 5] 


In many of the designs, this sheltered 
window-shopping area is protected by an 
overhang; in others, by various devices 
which take the place of the canvas awning. 

Other suggestions involve practically a 
revolution in store equipment—achieving a 
much closer tie-up between inside and out- 
side fixtures. Lighting, too, has been con- 
sidered, and many competitors suggest more 
intense lighting of the show window and 
store area immediately behind it. This 
added lighting, combined with greater pro- 
tection from direct sunlight on the outside, 
is intended to do away with distracting re- 
flections on show-window and display-case 
glass. 

Greater flexibility of the entire store front 
is recommended, so that changes can be 
made without major expense, or alterations. 
In some cases interchangeable wall panels 
are provided, with a choice of opaque or 
transparent panels and of various colors 
and materials. Thus, the nature of the 
front could be altered from time to time 
to meet new merchandising requirements or 
for satisfying, more specifically, the needs 
of new tenants. Provision is even made 
for the removal of certain walls, so that the 
store or restaurant can be opened up in 
favorable weather. 

In the past, the sales efficiency of many 
store fronts has been actually lowered by 
the use of poorly planned signs of various 
tvpes. The new trend is to plan the neces 
sary signs as part of the architectural 
scheme, and keep the whole front in har 
mony and good taste. If properly executed, 
this development does not mean the elimi 
nation of signs but rather a_ better, mor 
exciting use of them to attract attention, 
gain quick identification, both trom the 
street and sidewalk, and avoid unnecessary 
competition with good merchandise displays 

Possibly the most significant result of the 
competition, judged both by the large num 
ber of entrants and the high quality of de 
signs submitted, is the fact that store front 
work is now definitely an established branch 
of the architectural profession. Only a few 
years ago, store fronts were considered as a 
minor job which almost anyone could plan 
and handle, but the excellent results ob- 
tained for merchants in every retail line by 
architects who pioneered store front work 
has completely changed the picture. 

Looking into the future, it is obvious that 
store front manufacturers will offer many 
new and = startling developments after the 
war. Many such companies are now en 
gaged in extensive research with the pur- 
pose of providing progressive merchants 
with the most effective sales tools that 
modern methods can create. Announcements 
will necessarily have to await the winning 
of the war, however, for the entire produc- 
tion facilities of such firms are harnessed 
100 per cent to the war effort. 


Bedinger Joins 
Rutland's, Orlando 

Formerly designer for the Earl W. Gast- 
hoff Company, Danville, Ill, G. Edward 
Bedinger is now in charge of display for 
Rutland’s, Orlando, Fla. 
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Perhaps It’s GLAMOUR... 


but call it what you will, the CORONET 
MANNEQUIN has that certain ''something” 
that attracts attention and sells merchandise. 
Included in our new series is the CAMPUS 
GIRL... youthful... vivacious . . . with all 
the charm of a pert and friendly school miss. 
This outstanding number and others will give 
your windows greater ''Buy-Appeal."’ 


For ‘BACK TO SCHOOL” PROMOTIONS 


—don't miss seeing our latest in Autumn Displays, Metal Fixtures, 
Plastic and Novelties. 


Send for Catalog 


HE DISPLAY EQUIPMENT CORP. 





147 Welast 379" STREET NEW YORK, Mit. 











We have lots of NEW IDEAS 


for FALL 


Write for folders on 


CEDAR, FOLIAGE, PANELS 


—— 2 


ADVANCE DISPLAYS 


1020 ARCH STREET PHILADELPHIA, PA. 
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THEATRE 


“Tomorrow the World,” latest success in 
the field of the serious drama, is fascinating 
New York with its story of a swaggering 
little Nazi transported to a Middle Western 
university town. “Skippy” Homeier, 12- 
vear-old radio star, steals the show with his 
complex portrayal of the youthful Hitlerite, 
and succeeds in raising some profound ques- 
tions concerning the reeducation of twisted 
Fascist minds. The play, which was written 
by James Gow and Arnaud d’Usseau, is ad- 
mirably acted by Shirley Booth and Ralph 
Bellamy, and is well mounted with a home- 
like setting designed by Raymond Sovey. A 
striped wall paper, a marble fireplace, win- 
dow seats and a large bay window looking 
out on the campus, as well as the bookcases 
and imposing Empire desk, create the at- 
mosphere of the home of a college professor 
and his family. A staircase at the back of 
the stage in the center helps provide an in- 
tensely dramatic scene when the Nazi boy 
first appears in his Hitler uniform. 


ON EXHIBITION 


At the Norlyst Gallery, 59 West 56th 
street, are wire caricatures by Paula Laur- 
ence, which she has made of some of her 
famous stage colleagues and friends in the 
designing field. Her fun is as original and 
vibrant as are the hats which crown her 
creations with fantastic flowers and fruit 
of papier mache. She has an ability to see 
her colleagues with a sudden and sometimes 
severe point of view without a trace of 
malice. Miss Laurence uses wire, which is 
not unlike a strong line drawing, to portray 
such personalities as John Barrymore, Eddie 
Cantor, Charlie Chaplin, Gertrude Lawrence, 
and Greta Garbo. Some of the caricatures 
are placed against a background of white 
paper, which surrounds them in a curving 
shell shape to bring the outline into more 
vivid relief. Others are mounted on ply- 
wood platforms, such as that of Shirley 
Temple for which the base is a_ plywood 
stand surfaced with a varnished check, en- 
scribed “to mama” and endorsed for $732,- 
471. The caricature of Ethel Merman uses 
steel wool for hair, and hangs two _ pearl 
shoe buttons where eyes should be. While 
Miss Laurence’s caricatures are of rare wit, 
her medium might be used with great suc- 
cess by displaymen for interior show-cases. 

Thirty primitive paintings—all he has 
produced since he began to paint in 1937, 
after his retirement at the age of 65 from 
several decades in the cloak and suit indus- 
try and as a slipper manufacturer—consti- 
tute the retrospective exhibition of paint- 








ings by Morris Hirshfield, of Brooklyn, at 
the Museum of Modern Art. 

Interesting to displaymen because they too 
approach painting through the field of fash- 
ion, Hirschfield’s work contains the strange, 
direct beauty of the primitive, and a won- 
derful sense of pattern and color. 

Sidney Janis, a member of the Museum's 
Advisory committee, directed and installed 
the exhibition, which explains the paintings 
with captions and the analysis of one paint- 
ing. The use of the visual analysis should 
prove interesting for display purposes. Janis 
has placed beside the original three photo- 
graphs of it. Directional lines of threads 
attached to color signals bring out his 
points. Here he shows the pattern content 
of Hirshfield’s work, which he likens in the 
specific example to Cranach’s well-known 
painting of the “Three Graces.” Another 
photograph brings out the racial and occu- 
pational symbols inherent in the painting— 
how, for example, Hirschfield may without 
intention represent the profile of a female 
figure in terms of a dressmaker’s dummy, or 
reverting to the technique of the cutting 
room, draw the outlines of his main forms 
on separate papers and then fit and trace 
them, pattern-like, upon his canvas. 

Janis says of Hirschfield’s work: “Hirsch- 
field paints realism; not the realism of outer 
representation but that of the inner life of 
the individual. The memory-image and his 
fancy are persistent enough to infuse his 
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pictures with a magical quality whereby 
they look real only to himself. The fasci- 
nation for the observer lies elsewhere; in 
the very distance between the newly created 
world and that of everyday reality. Hirsch- 
field believes passionately in his work.” 

A comprehensive exhibit of great land, sea 
and air war photographs from almost every 
United States battlefield is at Lord & Tay- 
lor’s. From the thousands of battle photo- 
graphs taken from bombers, warships, sub- 
marines and in land actions since Pearl 
Harbor, the Folmer Graflex Corporation 
chose for exhibition fifty great pictures 
which show the thrills of action as well as 
the ruthlessness and horror of modern total 
war. 

Photography's contribution to a home- 
front understanding of the war and to civil- 
ian morale is instantly apparent, for photo- 
graphs of landings on Attu, dive bombers 
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attacking aircraft carriers, wreckage of 
bomb-shattered Flying Fortresses, para- 
marines jumping from navy transport planes, 
heroes such as Major Foss, all bring the 
war into American living rooms with a far 
greater impact than written descriptions. 
Such an exhibition can be an attention- 
getter ‘as well as a real contribution by a 
department store towards Victory. 


DECOR WHILE DINING 

The Monte Carlo Beach, which special- 
izes in lavish decor by Franklin Hughes, 
and hence is always most enjoyable for folk 
conscious of their surroundings, has_ re- 
opened its large room for the summer and 
christened it the Monte Carlo Garden. The 
Garden has turned out to be one of the town’s 
most delightful dining spots. It has a floor 
sodded with artificial grass. The garden 
from which the place derives its name is a 
stage setting of tropical plants bathed in 


—At the left, by courtesy of the Museum of 

Modern Art, is a photograph of a painting 

in primitive style by Morris Hirshfield, Brooklyn. 

. .. Above, a wire caricature by Paula 
Laurence— 
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green floodlights, with trickling streams of 
water pouring upon them. The real water 
and plants are behind a plaster balustrade, 
a great spot of white in the green and blue 
The ceiling is draped in midnight 
blue with white stars sewn on and the walls 
are draped with the same blue and 
crossed with white silken ropes. The 
are lemon yellow and encircle 
three Large green 
leaves are interspersed along the 
the banquette. 

Franklin Hughes is also the designer of 
another night spot on the same street (54th 
street)—a new club and one of the smartest 
and most popular of late. Called “La Casa- 
blanca,” it is across from El Morocco, on a 
block which is becoming famous as New 
York’s “North African sector.” The room 
is cut in half by the bandstand and dance 
floor, the latter being canopied in rust and 


room. 


criss- 
ban- 
the 
fabric 
top of 


quettes 


room on sides. 


white striped taffeta, embellished with tas- 
sels of white silk. The room itself is a 
mysterious place of dark blue felt walls 


with twinkling metallic stars, on which the 
lights play. At the further end, an arch in 
the wall reveals a bank of tropical greenery 
(very much like the Monte Carlo, and equal- 
ly cooling in effect). The banquettes are a 


dusty pink, and tan and white felt posts 
create a North African effect with rust-red 
Arabic mottoes forming a scrollwork pat- 
tern. 





African Service 
For Merrill 

Joe Apolinsky, Loveman, 
Birmingham, forwards a letter from Pfc. 
Charles Merrill, who is with the armed 
forces in North Africa at the present time. 
Before going into the army, Merrill was dis- 
play manager for Godchaux’, New Orleans. 
He writes, in part: “I suppose it is just 
about time for the International Association 
of Display convention, and I wish I were 
there to attend. I am here in North Africa 
—and it is some place ‘to be from;’ don't 
ever let anyone tell you it is OK. It looks 
as if we will be here for some time; if one 
gets through it all right it certainly will 
make a man out of you. There is a lot tc 

e, but very littke we can write about, as 
you know.” 

Merrill would like to receive 
his friends in display. He 
at the following address: Pfc. Charles A. 
gg 38373350, Co. H. & S., 84th Cam. 
Ba., APO 700, Care Postmaster, New York 
City. 


Joseph & Loeb, 


letters from 
can be reached 





Corporal's Stripes 
For Rodgers 

J. G. Rodgers has been promoted to cor- 
poral and is now in the Air Corps technical 
training school at Paterson, N. J. Before en- 


tering the army, Rodgers was assistant to 
I. L. Joslin, who is display manager for 
Wm. D. Hardy & Co., Muskegon, Mich. 





Stratton Completes 30 Years 
With B. F. Goodrich 


Raymond F. Stratton, manager of the dis- 
play department of B. F. Goodrich Com- 
pany, Akron, is receiving congratulations 
from his many friends on the completion of 
thirty years of service with the firm. 


HERE IT IS 
KING PIN Offers You 


NEW Detplayetl Kit! 


new, unique selection 
of King Pina - Seuanca in a handy 
Két! Just what you've heen asking for... 
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To A Mee... 


truly the ultimate in modern design for's a 


new easy way to display self-selection 


messages 
THE King Pin— 


By Popular Demand 
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Superb 
Value 


316 PIECE SET 


$17.75 


Display Directors, changing their stores to self-selection or semi-self-selection, are raving 


about this splendid outfit of shelf clips, bin clips, table card holders, hangers, easels and 


King Pins. They say, “This related, 


Tested Variety of ten distinctively styled, 


non- 


priority metal holders in a compact, efficient Kit is a Sensationally New and Original Idea!” 





Ne. DD’: ENCO GLASS SHELF CLIP 





No. 109 DISPLAYETTE 


“TINY” and “JUNIOR” 
KING PINS 


Displayette Kit 


This handy, portable kit, designed in cooperation with leading 
Display Directors, measures 744x10x4 inches, has two parti- 
tioned sections, card pocket and attractive, durable blue cover- 
ing. It contains 316 holders, including the nine modern design 
Displayettes (24 of each) and an assortment of 109 all- 
purpose King Pins. 


Versatile Sizes of Holders 


Selections are all larger than illustrated above: No. 3 King 
Pin and No. 901% are 4” width; No. 19X, No. 20, No. 28 and 
No. 109 are 3%” width; Tiny and Junior King Pins are 1” 
width; all others are 4” width; other dimensions are propor- 
tionate. You will say “they're little giants” for quic! kly ~——e- 
ing all sizes of tickets and cards (1”x1” up to 5”x7”). They 
fit all card thicknesses perfectly and are readily oh ot to 
any desired angle. 
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No. 3 and No. 4 KING PINS 





Metal “Displays Co. of Chicago 


LA SALLE STREET = CHICAGO. 





No. DOX’: ENCO BIN CLIP 





now 10 use King Piss! 


Pins bend te any angle. You can use 
them on all kinds ef weering op- 
parel and an unlimited variety of 
merchandise. Versatility of King Pin 
will emeze youl 


Here ere «@ few positions for win- 
dow, counter, show case, leer and 
merchandise display: 


dx 4 (lr 


New Personality for Your Store 


Displayettes are sparkling, stainless products of irresistible 
jewel-like brilliance. Distinctive cards combined with the 
modern classic beauty of the “silver scroll” adds a new decora- 
tive touch to display . . . like earrings and fine jewels enhance 
the glamour of a beautiful woman . . . giving your store 
new sales personality. 


YES—Offer Includes Kit FREE! 


The Displayette Kit is an Introductory Gift Offer available for 
a limited time. Actual value of the 316 Piece Set at regular 
price is $19.15, but the cost is only $17.75. By mailing your 
order now you save $1.40 and in addition get the Kit FREE. 
Don't delay! Decide today to order Displayette Kits for your 
staff. We will send one to you immediately and balance within 
30 days. 





ILLINOIS 
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Point-of-Sale Gallery... | 


OF NATIONAL DISILAYS = 








—The three-Jimensional 
Rheingold unit is made of 
shaped wood fin’shed in bril- 
liant lacquer. The eagle is 
of moulded plastic wood. 
The diameter of the plaque 
is }6inches. Produced by Kay 
Displays, Inc., New York— 
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—The glamour of soft light, 
twinkling candles, fine wine, 
and a lovely dinner compan- 
ion are used effectively in 
this ‘Cresta Blanca" display, 
reproduced in full color by 
Einson- Freeman Company, 


Long Island City, N. Y.— 


—Snyder & Black, New York 
City, produced this charming 








display for the Coca-Cola ts 
Company. The display is = 
1714 inches high, designed = 
and reproduced in eight 
colors. Shown are a WAVE, 
WAC, Navy nurse, Marine, 


and Army nurse— 


—Ball Brothers Company be- 
lieves in reaching the con- 
sumer at the point-of-sale 
and is currently using this 
display to encourage home 
canning. Reproduced in full 
color by Forbes, Boston— 


—''Call the doctor early and 
bring his prescription to the 
registered pharmacist’ is the 
message driven home by the 

Upjohn Company display. 
The back panel reproduces 
a current magazine adver- 
tisement, thus keying the 
point-of-sale advertising to 
the publication campaign. A 
counter displayer carries 
through inside the store. 

Created by Forbes— 
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—This streamlined display is 
appearing in airline and ex- 


press office windows to em- 
phasize to shippers the prime B: 
points to remember in ship- Al 
. . I 
ping by air express. The co 
display is easily dismantled cos 
for shipment to other offices. rn 
The unit was built by Kay CLi 
Displays, Inc., New York vai 
City— cos 
—The lovely head in the : G 
"Cara Nome" display, ac- 163 
cented by lights and shad- aan 
ows, is about four times nat- — 
ural size. On the front plane 
is a fluted platform, and to \ 


the right is a young lady 
holding a "Cara Nome" bas- 
ket of flowers. Designed and 
photographed in natural col- 
or, and lithographed by 3 

Einson-Freeman— = 
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DISPLAYS IN THIS TIMELY 


GRAY, GREEN, BLACK AND RED. 
EACH 


* 








THERE'S REAL DRAMA FOR YOUR WINDOW AND 
EYE-CATCHING CONVOY PANORAMA. 
FLEXIBLE WHITE REYBOARD PROCESSED LT. BLUE 


YOUR DISPLAY DEALER WILL SUPPLY YOU 


THE REYBURN MANUFACTURING CO., 
PHILADELPHIA 32, PA. 
SHOWROOMS: NEW YORK, CHICAGO 


DISPLAY WORLD 
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INTERIOR 
LT. GRAY, DK. 


$6.45 


INC. 


IF YOU WANT... 
A TIMELY, DRAMATIC DISPLAY SETTING 


P440 - CONVOY PANORAMA 


40 IN. WIDE, 15 FT. LONG 
IT’S SO EASY TO USE—JUST TACK IT IN PLACE 





DECORATE WITH 





THREE REPEATS TO ROLL 




















EFFECT OF LEATHER 


. . » Price of Paper 


—, WITH 
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A CLOPAY 
PRODUCT 


Backgrounds---Covering---Lining 


Almost no limit to the display uses for versatile 
COVERAY. It has the luxurious appearance of 
costly embossed leather yet costs only $1.75 to $2.25 
for 4-ft. x 25-ft. rolls. What’s more, it’s grease 
proof, stain-resistant and 100% washable. Other 
CLOPAY display papers provide almost unlimited 
variety of expensive looking decorative effects at 
cost of paper. Write for samples. 


GARRISON-WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 


WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 

















Copperman Reports 
On Army Life 


Corporal Joel Copperman, in civilian life 


sales manager for Advertising Displays & 
Decorations, Cleveland, is spending a four- 
teen-day furlough at his home. Assigned 
to a tank division at Camp Beale, Copper- 
man was at first a tank driver but 
recently has been engaged with 
administrative duties, as 


more 
company 


| charge of the mess, supply, and maintenance 


| handled on a 


| Marine Corps 


section. 





Schneider Joins 


Kingsley J. Schneider, display director of 
Inc., Buffalo, for the past 
eight was inducted into the U. S. 
Marine Corps on July 6. Schneider is the 
originator of Buffalo's well-known “Santa 
Claus Lane,’ an annual decorative feature 
cooperative local 
around $25.000 to 


Berger, 


years, 


basis by 


merchants and costing 


| build. 


| Gasque Now With 


Baldwin's, Durham 

Boyd R. Gasque has resigned as display 
and advertising manager for H. Weil & 
Brothers, Goldsboro, N. C., 
joined Baldwin's, 
same capacity. 
two years; 
the Davison-Paxon Company, Atlanta. 


Whitnah and Cameron 


Join Carrata 


Leo The Carrata 
appointment of 
Jack Cameron of Chicago to cover the mid- 
dle west and southwest territory, and 
Whitnah, St. to cover the 
territory for the Los Angeles 


Weyman, manager, 


Company, announces. the 
Ray 


Louis, Eastern 


| manutacturing firm. 


well as being in | 


and on July 12 | 
Durham, N. C., in the | 
Gasque was with Weil's for | 
prior to that time he was with | 


“OLD SOL” 


MAY BE 


YOUR ENEMY! 








Get sun-fading an 
protection with 


YY 
CALIFORNIA /| i 


Transparent 
SUN SHADES 


Merchandise is too valuable these days 
... you can't afford to take risks of any 
kind. Protect merchandise and display 
fixtures from sun damage .. . insure con- 
stant window visibility with our shades 
. nearly 50,000 in use . . . We are 
now making IMMEDIATE DELIVERIES. 


WRITE TODAY tor descriptive folder, 


sample swatches, and prices. 


Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 
1161 S. Broadway, LOS ANGELES, Calif. 











THE LATEST IN 


_ DECKLE EDGE WINDOW SCROLL PAPER 


mannequin | 


Made in 14 soft, pastel shades in size 20x26” 
with the deckle on all 4 sides. $12.00 per hundred 
sheets, assorted colors. Dealer territories open; 
send for samples. Also real values in sign boards. 


14 ply white, 28x44, $12.00. 
MURRAY TOL 


1201 JACKSON ST. 
PHILADELPHIA, PA. 
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Title Registere 


MERCHANTS REC‘¢ 
Issued on the Fifteer 
THE DISPLAY PUBLIS 


H. C. MENEFEE, Pres 
NATHAN SILVERBLATT 
Rc KASH: Edit 


OUR PLATFORM 
1. The Promotion of Display. 


2. More Display Cooperation by Manufacturer 
and Merchant. 


3. Advancement of the Display Service Business. 


4. Practical Service to the Display Profession 
and Industry. 

5. Greater Appreciation of Display's Power in 
Merchandising. 


6. Absolute Independence of Our Editorial 
Columns. 
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Convention Vs. 
Market Week 

The complete success of the two Display 
Market Weeks held in Chicago and New 
York City in late June and early July pre- 
sent the display field with a complex prob- 
lem: shall future meetings continue in the 
form of Market Week or should there be a 
reversion as soon as practical to the fa- 
miliar convention sponsored by the Inter- 
national Association of Display? 

There is a great deal to be said on each 
side, and the subject has already created 
much comment among displaymen and man- 
ufacturers. Those in favor of Market Week, 
and this includes all but a few of the manu- 
facturers who participated in those just 
completed, point out that it is much more 
economical to deck out their showrooms 
with their latest creations and to have dis- 
play purchasers come to them, rather than 
getting all their material together, paying 
space costs ata convention, shipping their 
exhibit to the convention city, and = then 
returning much of the material to their plant 
once more, 

Many displaymen have indicated their 
preference for Market Week on the grounds 
that convention educational programs are 
usually boring and dull and do not justify 
the time the delegate spends attending them. 
Some displaymen have made the statement 
that the term “convention” is tainted in the 
eyes of store management; many firms 
which would send their display director to 
a Market Week balk at sending them to a 
convention. 


Some display exhibitors at the recent 
Market Weeks say they sold far more mer- 
chandise than they ever could at a conven- 
tion. This must be considered, however, in 


DISPLAY WORLD 


relation to the fact that there has been a 
sharp buying wave in the display field for 
some time. 

A number of displaymen hold out for a 
return to the old-fashioned convention un- 
der I. A. D. sponsorship, and a few manu- 
facturers also are behind this idea. These 
displaymen point out that nothing can quite 
take the place of these conventions, with a 
concentration of display people in one city, 
with the exhibits of manufacturers under 
one roof, and with the educational program 
which has always been a feature of the 
convention. 

The International Association of Display 
naturally inclines to this attitude, because 
without the revenue from exhibit space sold 
each year the I. A. D. can not long survive. 
Membership fees alone are not enough to 
keep the organization going. 

Also to be considered is the fact that 
Market Weeks are attended only by those 
concerned with the buying of display mer- 
chandise for future promotions, whereas 
conventions are for everyone from the fix- 
ture boy on up, as pointed out by Frank 
Bingham in his column in this issue. Con- 
ventions, with their sessions devoted to dis- 
cussing all phases of display, play an im- 
portant part in educating the display execu- 
tives of the future. 

Bingham goes on to say that some solu- 
tion to this educational angle may lie in 
instructive meetings of the type put on as 
an open forum by the Chicago Display Club 
during that city’s Market Week. On the 
other hand, if only display executives are 
present for Market Week, then such educa- 
tional meetings will mean nothing to the 
others in display who can not attend. 

The problem is a pretty dilemma which 
will have to be worked out. Somewhere 
there may be a compromise which would 
be satisfactory to both sides. Suggestions 
will be welcomed by DISPLAY WORLD 
and those of interest to the field will be 
published. 
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VICTOR W. SEBASTIAN 


Victor W. Sebastian, New York repre- 
sentative of DISPLAY WORLD for two 
decades, died at his home in New Rochelle, 
N. Y., Sunday, June 20, after an illness of 
six weeks. The interment took place June 
24 in Woodlawn cemetery. 

Fifty-seven years old at the time of his 
death, Vic was born in New York City. His 
father, Antonio San Sebastian, was Spanish, 
but spent most of his life in Brazil. After 
graduating from high school, Vic attended 
Columbia university, then joined the Hanff- 
Metzger advertising agency. Later he 
started a publication called “Toywares,” 
and then opened an office as publisher's rep- 
resentative. 

Six weeks before his death, Sebastian 
suffered a heart attack which confined him 
to the hospital for some time. When his 
recovery seemed progressing satisfactorily 
he returned to his home and was apparently 
convalescing normally when the end came 
with shocking suddenness. 

Vic knew literally hundreds of people in 
the display industry in the East and _ his 
constant willingness to speak a good word 
or do a favor brought him many friends 
who will feel his loss very deeply. 

Surviving are the widow, Myra C. Sebas- 
tian, and a daughter, Virginia. 


Effigies Of Axis Trio 
Aid In Scrap Drive 


Bassons Dummy Products, Maspeth, New 
York, has designed and produced three 
grotesquely enlarged heads of Hitler, Mus- 
solini, and Tojo with their mouths invit- 
ingly open to the receipt of scrap and old 
silk hosiery. The effigies were used in 
launching the silk scrap drive in New York 
City a few weeks ago. 

They are in color, made of papier-mache, 
are 34 inches high and have a hollow bottom 
that fits over a 20-inch wood barrel. 
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New Long Beach Club 
Is Very Active 

Reporting on the activities of the recently 
reorganized Long Beach, Calif., Display 
Club, Frank Vaughn, its president, writes: 
“The Display Club of Long Beach since 
its reorganization two months ago has come 
a long way toward becoming a leading civic 
organization. At the first meeting officers 
were elected for a six-month term, this be- 
ing thought desirable because of the many 
changes being made in the profession be- 
cause of the war. The newly elected officers 
are: president, Frank Vaughn, Sears, Roe- 
buck & Co.; vice-president, Grace Gartner, 
Buffum’s; secretary, Alma Mueller, Sears, | 
Roebuck & Co.; treasurer, Margaret Smaby, | 
Columbia Outfitting Company. 

“To help win the war is the main issue | 
before the club for the duration, and every | 
available display outlet in the district will 


be devoted to the war effort. At a recent 
dinner meeting at the Hilton hotel, Jack | 
Horner, manager of the Long Beach Re- 


tailers Association and local Victory Dis- 
play Committee chairman, outlined the dis- 
play program for the coming month and 
stressed the need for better cooperation be- 
tween the display profession and retail or- 
ganizations. | 
“Among the changes on the local display | 

| 


| 


scene are these: Leo Rauch, formerly dis- 
play manager for Buffum’s and who is now | 
in the service, has been succeeded by his | 
wife, Peggy Rauch. Joe Eagen, who was 
with Columbia Outfitting Company, is now 
display manager with the Famous Depart- 
ment Store. A. N. Johnson of Sears, 

buck & Co. has been succeeded by John 
Huffman, his first assistant for the past four 
years, as display manager.” 


Roe- 





Naval Promotion | 
For Brinckley | 

Charles Brinckley, formerly with Block | 
& Kuhl, Elgin, [lL, has been promoted to 
petty officer first class in the paint division 
at his base in Rhode Island, where he is in 
the “Seabees.” To add a final touch, on 
June 19 Brinckley became the proud father 
of a new “Seabee,” Bruce Owen, who 
weighed in at 7 pounds 7 ounces. Brinckley 
would like to hear from friends in display, 
and can be reached as follows: Charles 
Brinckley, Ptr. 1/c U.S.N.R., Advance Base 
Depot, Station Wild 
ville, R. I. 


Force, Acres, Davis- 





Cameron Receives 
Army Commission 

Jack Cameron, Jr., son of Jack Cameron, 
well-known display equipment distributor 
of Chicago, has been commissioned a lieu- 
tenant in the cavalry of the U. S. 
Lieut. Cameron is located at Fort 
Washington. 


Army. 
Lewis, 
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SAMPLES 


ON REQUEST 


GQ Praoduct 
CHICAGO CARDBOARD COMPANY 


666 WASHINGTON BLVD. 





CHICAGO. ILLINOIS 








It’s handy! 
It’s safe! 
EATON Scatter-Grass 







Here's a versatile 
display material you 
can use with prac- 
tically any type of 











merchandise — without fear 

\s of the fire hazard. That's 

4a s> because Eaton Scatter-Grass 
KN >» is made fire resistant by 
> cy us A special processing.  Rich- 
“ (tv Be y green, with a real grass 
appearance, Scatter - Grass 


can be sprinkled to cover 
odd-shaped spots, around tree trunks, ped- 
estals, stones, etc. It can be reused many 
times. Mildew-proofing guards against dis- 
coloration while Scatter-Grass is in storage. 
Ask your regular display jobber about the 
many uses of Scatter-Grass and its low cost. 


EATON BROTHERS CORP. 


HAMBURG NEW YORK 












Write For Your Copy 


NEW DISPLAY FOLIO 
FALL & WINTER 1943 


Filled 
gestions and ideas for inte- 


Window 


with valuable sug- 


rior and Display 





It's A Son 
For Egurola 

A baby boy is the reason for the smile 
on Ralph Egurola’s face these days. The 
baby, the first child, weighed 8 pound and 6 | 
ounces and has been named Gilbert Ralph. 
Egurola is display manager for Steinfeld’s, 
Tucson. 





Send for the AIR BRUSH 


CATALOG 








“In 1891 
made THE WOLD AIR BRUSH 
one” MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 







BULKLEY, DUNTON &CO. 


Display Papers Division 
295 Madison Ave. 2635 S. Wabash 
New York, N. Y. Chicago, Ill. 
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OUR SPECIAL REFINISHING SERVICE 


consists of a complete overhauling of the manikin, 
including repairing of all breaks and cracks; 
over-all spraying in a choice of flesh tones: new 
makeup styled to your individual requirements; 
and the crowning glory of a modern coiffure 
created in soft-textured combed horsehair. 


ADISONIA MANIKIN REFINISHING 


795 BROADWAY e@ NEW YORK CITY 
GRamercy 5-9117 





Write for Prices and Free Copy 
of “10 Tips on Manikin Care” 










RIBBONS 
by 
TAFFEL 


Send for Free Booklet 
TAFFEL BROS., INC. 


95 Madison Ave., New York 





EARED 1 OR 4 
senna oe meat § 


ee artias i a 


211 NORTH MORGAN STREET CHICAGO, ILL. 





THAYER & CHANDLER AIRBRUSH 


for the pa tre wlar artist 


Send for Cata/« g 52 


< 


THAYER & CHANDLER 
910 W.VAN BUREN ST., CHICAGO.ILL 











145 to 15] 
W. 18th St. 
New York 


Write for New 
Catalogue “D” 











CLAY COATED 


SHOWCARD BOARDS 


‘Buy ‘Direct and Save. 
EAD BRING AM} 


F. D. GOODLANDER. 


BOX 233 WABASH, IND. 
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The display profession has done things 
and gone places in the last several weeks. 
First, a convention-in-print; second, New 
York Display Market Week, and last, Chi- 
cago Display Market Week. I attended the 
one at Chicago and saw many displaymen 
moving about the Loop and making their 
way into sixteen different showrooms. Bill 
Stensgaard’s buffet luncheon on Tuesday 
noon was well attended and the cloudburst 
from the darkened skies made it last for 
hours ... and Market Week got off to a 
flying start. 





Here is a wartime idea that has great 
possibilities of becoming a peacetime neces- 
sity. Many fellows liked the idea of going 
from showroom to showroom by foot, street- 
car, elevated, or taxi; others believed that 
the old convention under one roof with 
easy access to all manufacturers was far, 
far the best plan. For years manufacturers 
have paid large sums for hotel spaces to 
the I. A. D. and many have doubted these 
ventures as sound business. The Market 
Week plan certainly is less costly to the 
manufacturer and the time wasted going 
from place to place about evens up the time 
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Think this ever 


By FRANK G. BINGHAM = 





spent in the educational sessions at con- 
ventions. The question after the war is, 
does the display profession want transpor- 
tation or education? Can a display person 
learn more from a taxi ride or from a 
speaker who knows his business? I would 
hate to lose all the things I learned at edu- 
cational sessions of I. A. D. conventions in 
the past. Many of these meetings have done 
tremendous good in building up the minds 
of displaymen and women. They have not 
only enlarged the minds of the listeners, 
but in many cases they have done wonders 
for the local displaymen and women spon- 
soring the conventions. 





Market Week vs. Convention has a vital 
point that I think has been overlooked. Mar- 
ket Week needs only buyers in attendance. 
Conventions are for all—irom the fixture 
boy to the display director. Only by educa- 
tion can the fixture boy or girl become the 
future display director and conventions sup- 
ply that spark that lights the way to ambi- 
tion and the will to make something of one- 
self. When the display profession rules out 
education and the will for advancement in 
this profession it is doomed to a future as 





—Views of a portion of the 350 who attended the cocktail party given during Chicago 
Display Market Week— 
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NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 


re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 











gloomy as a black market surrounded by the 


Bob. a 


The answer to this lies in the Chicago 
Display Market Week forum session held on 
Tuesday Here displaymen = and 
women got together with manufacturers 
and discussed their mutual problems. 
Pollari ably conducted the session and was 
loudly praised for putting over such a meet- 


evening. 


Jack 


THE DISPLAY PARADE no. 
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ing. Men and women in attendance learned 
educational. Men like 
Stensgaard, Jack Chord, Sam Blum, Trow- 
bridge Stanley, and Alvin Mendle answered 
the questions and many 
got to their feet to 

Stensgaard told us how 

really was in this war job. 


something. It was 


from the audience 
themselves. 
important display 
He doesn’t think 
putting in a window is as important as de- 
bottle of milk in this 
isn't. 
important your job is to the war it 
you but take a window call for a 
Put it on arm and walk 
aisle to the elevator brushing by a few sol 


express 


livering a war, and 


of course it You can soon see how 
really 
dress. 
your down the 
diers and sailors, and on the elevator vou 
stand next to a couple of naval officers, and 
finally the car stops on the third floor and 
your part in the 


you get out feeling as if 


war effort means little. When you put in 
a War Bond or recruiting window your 
spirits get a little high and you can really 


say your part is essential to the war effort 
but don’t forget vou get paid tor even doing 
that for the government. The forum made 
people think more about the word “essen 


tial.” 





OLD QUAKER CITY... 









Denry WAS BORN IN CALIFORNIA IN 1914, 
AND RECEIVED HIS EDUCATION IN THE. 
PHILADELPHIA 


By TONY BRINKER 


LITTLE BABY 
LIKES! 





{O15 HoRey At PRESENT 
\S HIS THREE- MONTHS OLD 
DAUGHTER... BEFORE 

THAT \T WAS SKIING-__ 


= CAME INTO DISPLAY 
TAE WARD WAY... 
WE WAS BEEN ASSOCIATED 
WITH GEORGE ALLEN’ 
BONWIT TELLER, B.F 
DEWEES.\N THE ciTy 
OF PHILADELPHIA... 
AND SEVEN YEARS AT 
LORD &- TAYLOR As 
ASSISTANT DISPLAY 
DIRECTOR 


(Won First PRIZE mis 
YEAR IN THE FIFTH 
AVENUE ASSOCIATION 
DISPLAY CONTEST... 
WE WAS CITED FOR 
DISTINGUISHED SERVICE 
By THE TREASURY DEPT. 
FOR WAR BOND WINDOWs 


MENRY F. 


DISPLAY DIRECTOR, 
LORD & TAYLOR, 
NEW YORK CITY 






















Eves “Popped” 


and 


Tongues “Wagged” 


at our showing during New York 
Display Market Week. 


We take this opportunity to ex- 
tend our thanks to the many friends 
who visited us. 


If you haven't already seen our 
line—do so—it's our best ever! 








For your Back-To-School and 
Fall Display Material call on 
MAHARAM. Many so-called 
scarce materials still avail- 
able. For immediate delivery: 


@ARTIFICIAL FLOWERS 


@ TIMBERTONE 
@ SNOWTONE 
e @ PETALTONE 
@KWILT BLOCKS 
MAHARAM @ VALANCE DRAPES 
CAN FILL @FESTOON DRAPES 
EVERY @DISPLAY PAPERS 
DISPLAY @ NOVELTIES 
@ PANELS 
eae @CUT-OUTS 
. 


@ WOOD DISPLAYS 










NAHARA 

— 7 cas 

FABRIC CORPORATION. 
Complete Line of Display Fabrics & Accessories 
NEW YORK — 130 WEST 46th STREET 
CHICAGO — 6 E. LAKE STREET 
ST. LOUIS—LOS ANGELES 
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OPPORTUNITY EXCHANGE 


DISPLAY WORLD 














SALESMEN OR WOMEN 
AGENTS ¢ DISTRIBUTORS 


One of America’s finest and 
oldest display companies offers 


Exclusive Territory 
Liberal Commissions 


Represent our fine line of 
Display Panels and Wood 
Display Units. 

Write, specifying territory covere’. 


Address “fA. D.”’ 


Care DISPLAY WORLD 


DISPLAY MANAGER 
Also Assistant 


Must be able to decorate windows and 
interiors, do pen and brush lettering for 
large, high-class department store. Ex- 
cellent opportunity for the right man. 
Must be draft exempt. Write giving full 
details and salary expected. 


THE VOGUE 


719 Market St. Chattanooga, Tenn. 














Wanted: Displaymen, Display 
Builders, Decorators 
Communicate with complete information 
of your experience. We are DISPLAY 
BUILDERS, DECORATORS, and serv- 
Icers of conventions, theatrical produc- 
tions, store window displays, ete. 

Advertising Displays & 
Decorations 
I. R. Copperman, Gen. Mgr. 


1367-1383 W. Ninth St. 
Cleveland 13, Ohio 





ASSISTANT 
DISPLAY MANAGER 


Must be able to decorate windows and 
interiors, do pen and brush lettering for 
large, high-class department store. Ex- 
cellent opportunity for the right man. 
Must be draft exempt. Write giving full 
details and salary expected. 


DISPLAY DEPARTMENT 


ROBERTSON’S 


SOUTH BEND, IND. 














WINDOW DISPLAYMAN 


For women's ready-to-wear store.  Ex- 
cellent opportunity for man with expe- 
rience in window display and sign writ- 
ing. Knowledge of background-makine 


necessary. 


DONENFELD’S, INC. 


35 N. Main St. Dayton, Ohio 





CLOSE-OUT 


4,000 BACK-GEARED 
MOTORS 
3 to 78R. P.M. 


H. U. MANN CO. 
549 Lakeshore Drive 
Chicago, Il. 














FOR SALE—Gardner Laughing Santa 
Claus. Original cost $800. Used two 
seasons. Will sell for $150. Write for 
photograph and complete details. 
THE C. H. PARSONS CO. 
Ashland, Kentucky 


POSITION WANTED 


In East. Displayman, all-around mechanic; 20 
years’ experience, designing and building back 
grounds, interior displays, store remodeling. 
Large department store or chain. Right man to 
run shop. Draft exempt. 


Address “K. J.” 
Care DISPLAY WORLD 














DISPLAY MANAGER 
For retail store. Must have experience in men’s 
and women’s ready-to-wear and accessories. Re 
ply, stating experience and salary expected 
Steady position, good opportunity for right party. 
NEWMAN’S 
709 E. Broad St. Richmond 22, Va. 


For Sale—New Animotor Turntables; 4 motions, 
&-shaft extensions in one mechanism; simple 
matter to shift from one motion shaft to another. 
Also power unit is easily detachable to use for 
easel displays. Sturdy ball-bearing base carries 
entire load. For AC. Complete with 3 shelves 
which can be used with or without. All-metal 
unit. Worth $20; will take $10; l-year guarantee 


A. ZACKS, 143 N. Central Ave., Chicago, II. 











QUICK LANDSCAPE PAINTING 


An entirely new book on landscape and_ scenic 
painting. Full instruction and scores of illus 
trations, including 18 pictures in full color. Big 
pages with plastic binding, to open flat for copy 
work Postpaid anywhere for ONLY $3.0i 


SIGN PUBLISHING CO. 
Box 30 Farmington, Mo. 











CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, IIl. 





SUEY, UEAS 


No, education and mutual thinking are im- 
portant and if Market Week replaces the 
convention or conference type of meeting it 
must inject a balanced program of educa- 
tional features with it. I believe the manu- 
facturers are men of vision and realize the 
importance of education in the display pro- 
fession and only by furthering this can they 
advance display and in turn advance them- 
selves. If this means going back to the 
convention type of meeting they will do it, 
even if it means a greater outlay of money. 


My ticker tape at Market week runs some- 
thing like this: Joe McCann, Joe Bronsing 
and Dick Staines, I. A. D. board members 
meet in Chicago while the I. A. D. board 
meets in New York—don't ask me why, I’m 
no quiz kid... . C. F. Wallwork, Ducker’s, 
Joliet, Ill, was looking for some ninetieth 
anniversary material; the store is still run 
by the same family that started in way back 
in 1853. Wallwork has been with this firm 
seventeen years. Jim Berg is only 74 
years young. ... Ed Wussow, display direc- 
tor of Schuster’s, Milwaukee, reported at the 
forum session on displadies: “Fifty per 
cent women in departments and very satis- 
factory.” . .. the comment most heard was: 
“This is just like a convention!” ... L. J. 
Dwiggins, the Great Wilson, George Her- 
manson, Carl Gestrine and Jerry Jericho 
shook hands with me and I’m surprised my 
fingers still move—what Chicago grips those 
guys have. ... J Al Cook took B. L. Taylor, 
Allan “Wolf” Bixby and myself to a French 
dinner, and a song feast. Bixby, at Wolf & 
Dessauer’s, Fort Wayne, has sold nearly 
$5,000,000 worth of bonds in his corner bond 
window. ... Merle Long, Sears’, has a son, 
Max, in the Air Corps. . .. Bill Cahill is 
somewhere in Arizona with the army. 
John J. Sullivan provided the sound equip- 
ment at the forum session Tuesday night. 

Ray Crisman and James Cummins for- 
got the word “display” in the big Market 
Week sign over the speakers’ table—it read 
“Chicago Market Week—Welcome.” Good 
thing the Illinois Farm Association wasn't 
meeting at the Sherman. Trowbridge 
Stanley, Darling's, says: “A mannequin that 
sells for $150 today will cost $300 after the 
war.” Are you kiddin’? I'll bet a wood- 
moulded one will sell for less than $100... . 
Wally Kramer and Bill Wottrich were busy 
guys on Wednesday noon. Some luncheon 
and’ some turnout at Garrison-Wagner's. 
This firm is making flowers, now. ... Dick 
and Lolita Staines were going strong, order- 
ing Silvestri creations and from all reports 
George and Bernie pushed a lot of pencils 








ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common_ school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266C Chicago 
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Home Study 
“LESSONS IN WINDOW DISPLAY” 


A low priced. practical and up-to-date course 
covering all phases of the subject. Of value to 
the experienced trimmer as well as the begin- 
ner. Over 500 pages with 1,000 sketches to show 
you how. Write for circulars. 


WILL H. BATES, Box 101, Ellsworth, Ill. 
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SUEY, 943 


exhibit. 
Milwau- 

David 
director, 
army July 15.” 


beautiful 
Smartwear, 
news: “William 


taking orders from their 
Betty Gaudynski, 

kee, reports this 
Owen, display and advertising 
Smartwear, leaves for the 
. Jim Logan, Maharam salesman, should 
have first prize as the best-dressed man at 
Market Week. <A _ perfect study in brown 
tones, from a face of tan to a two-tone 
pair of air-conditioned shoes. . . . S.J. 


DISPLAY WORLD 


1. A. D. NEWS 

[Continued from page 20] 

N. H., and let’s 
as fast as possible 
fighting 
a hurry. 
Bond and contributions to date in 
this campaign total more than $40,000, large- 
ly through the efforts of C. H. 


get the money into the till 
so that the 
lines can get 


those ambulances in 


sales 


Fadem, Cleve- 


Hughson, Smith-Bridgeman Company, Flint, land, Ohio, who organized and promoted ” 
Mich., had a swell Bond tie-up for Father's three-day War Bond drive in that city. 
day windows... . Ralph Nevling’s department 
at Chapman's, Milwaukee, has three girls: Many entries were received in this year’s 
Sylvia Ludorf, assistant; Mickey Roethke, comune in observance of Mother's day, con- 
artist; Tina Krythe, artist, and Bob Pahlo, ducted by the International Association of 
only 69 years young—a salesman turned Display and the Mother's Day Committee. 
displayman since the war... . Earl Gasthoff — E{ere are the winners: first prize, Russell 
was so busy writing orders that he had a T_ Boe. Fandel’s, St. Cloud, Minn., $100 
waiting line. Ben Ragsdale, Schultz's, War Bond; second prize, L. L. Wilkins, 
and John Barton, Scheer’s, Evansville, were — pjzitz Dry Goods Company, Birmingham., 
still waiting when I left... . . And to all my $56 War Bond: third prize, James Pingle- 
readers, thanks a million for your comments ton. Prevos. Greencastle, Ind., $25 War 
and letters regarding the ‘“Convention-in- Bond: honorable mention: Ernest Sams, 
Print” column. ... I hope in the months to | Christman’s Dry Goods, Joplin, Mo.; Blan- 
come we can have more like it. Send — ner’s, Philadelphia, and R. S. Thomas Drug 
me the news. Company, Chicago. 

TRADE PERSONALITIES _ NO. 5 By TONY BRINKER 








(Pe enusten in worio war no. 
AND OBTAINED A COMMISSION AS 

A LIEUTENANT OF INFANTRY... TODAY, 

HE HAS A 22-YEAR OLD 6ON IN THE 

ARMY, ALSO IN THE INFANTRY .. 

wit ‘We ANO HIS WIFE NOW ARE TWO 

DAUGHTERS Ace 21 AND 18. 


S A MEMBER OF ME NATIONAL 
ASSOCIATION OF DISPLAY INDUS- 
TRIES ,AND WAS AMEMBER OF 


\ZATION “THAT NOW 1S ON A NATIONAL 
BASIS___. we WAS A HOST OF 
FRIENDS IN THE DISPLAY FIELD. 


LAWRENCE J. 
-H 


WE L.J.CHARROT CO., INC, 
NEW YORK CITY 


AS BEEN IN THE DISPLAy 
BUSINESS SINCE 192! AND 
AT FIRST WAS STRICTLY AN 
IMPORTER OF ARTIFICIAL 
FLOWERS... SEEING THE 


FUTURE NTH 
OF DISPLAY | 1E MANUFACTURING 
MAKING BoTH FLOW 






TH 
PURCHASING OF HIS coms 
PANY'S EARLY REQUIREMENTS. 


BUSINESS rake Most 


. Kas PARTICULARLY 
TO PLAY BRIDsE__ 






























boys on the 


39 





Have You \* 
Met Our 


SISTERS?” 





They’re just right for your 


Write 


‘teen age garment dis- 
plays. Like all of our fig- 


Today = ~— 
I ures they re smart, lively, 
For Photos! and in step with today! 


‘DISPLAY MANNEQUIN, Inc. 


257 WEST 17th STREET NEW YORK 
CHICAGO: Smiley & Co., 234 S. Franklin St. 
MILWAUKEE: Midwest Manniquin Displays, 

834 N. Plankinton Ave. 
MONTREAL: Modern Display Fixtures, 
460 St. Catherine St., West. 








GENUINE USED 


SCHOOL DESKS 


JUST THE THING FOR 


“BACK TO SCHOOL” 
DISPLAYS 


WHILE THEY LAST 


$5.50 Each 


F.O.B. Chicago 
In Lots of Two—CASH WITH ORDER 


F. J. MONAHAN 


BOX 417 BOYNTON BEACH, FLA. 











_@# | SLEEVE FORMS 


The only Sleeve Forms made to conform 
with your specific need. The display man 
or merchant who specializes in individual 
styles of window displays will make his 
window trim an outstanding feature with 
Goodman Patent Flexible Sleeve Forms, 
. | Endorsed and Used by: John David, ete. 
Y Patent No. 1,808,459 
- Goodman Flexible Sleeve Form Company 
«GRD “to West 34th St, New York, N.Y. 












Latest Style WIGS 


ALL TYPES—FOR MANNEQUINS 
Also Complete Line of Wiggers Supplies 


AT POPULAR PRICES 
ARRANJAYS WIG CO., $2.9/°92,20". 5% 


CITY 
Telephone Chelsea 3-834] 








DISPLAY FABRICS 
PLAIN AND EMBOSSED FOIL PAPERS FOR 
FALL AND CHRISTMAS NOW READY 
VISIT OUR NEW SHOWROOM 


PRICE FABRICS CO. 


67 W. 44th STREET NEW YORK CITY 
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Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything 
which you are interested. 
your needs listed on this blank, write a sepa- 
rate letter. 
you want on file, we’ll find out for you. 
yourself of our service facilities without cost 
or obligation. 
of any display problem. 





in the display line in 
If you do not find 


If we do not have the information 
Avail 


This service includes an analysis 


Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 
Composition Pieces 


| Cut-out Letters 
] Cutting Machines 


Decorative Papers 
Decalcomania 
Display Furniture 
Display Forms 
Display Letters 


] Display Racks 

} Drawing Boards 

| Enlarging Projectors 

) Fabrics and Trimmings 
) Fixtures 

} Flags and Banners 

| Foils 

] Glass Specialties 

] Grass Mats 

] Hosiery & Shoe Forms 
) Invisible Glass 


Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 


} Motion Displays 

] Motion Mechanisms 

]) Natural Foliage 

] Pageants & Exhibits 

) Paper Sculpture Displays 
] Plaques (Window) 

] Papier Mache Specialties 
} Photographic Blowups 

) Plastics 

| Price Cards—Tickets 

] Price Ticket Holders 


Sale Banners 


{) Socks—Window 


Show Cards 
Show Card Colors 


[} Show Cases 

] Show Case Lighting 

} Signs—Card Holders 

) Signs—Brass—Bronze 
-} Signs—Electric 

| Sleeve Forms 

‘] Stencil Outfits 

] Stock Posters 


Store Designing 
Store Fronts 
Tackers 

Time Switches 
Turntables 
Valances 

Wall Board 
Wigs 

Window Lighting 


C1] Do you wish a copy of their catalogue? 
[}] Do you plan to remodel your store soon? 
C] Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


Display Manager 


State 








DISPLAY WORLD 
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JULY, 1918 


The twenty-first annual convention of the 
International Association of Display Men 
was held at the Waldorf-Astoria hotel, New 
York City. E. Dudley Pierce, Sibley, Lind- 
say & Curr, ae ee 





Rochester, was elected 


president. The following staff of officers 
was named: first vice-president, T. Guy 
Duey, Grand Rapids; second vice-president, 
C. A. Vosburg, McCreery’s, Pittsburgh; 
third vice-president, Lothar Dittmar, Na- 
tional Cash Register Company, Dayton; 
secretary, D. B. Bugg, New York City; 


treasurer, William H. Hinks, J. W. Thomas 


Company, Minneapolis. 

Chicago was selected as the next con- 
vention city. Fred Johansen, Holthausen’s, 
Town of Union, N. J., totalled the most 
points in the photograph Homer 
Seay, Walker Dry Goods Company, Charles- 
ton, W. Va., was next. The convention pro- 
naturally patriotic 


contest; 


gram was devoted to 
themes. 

Among those who were on the program as 
speakers or demonstrators were: E. J. Berg, 
Burgess-Nash, Omaha; Clement. Kieffer, 
Jr. C. A. Weed Company, Buffalo; John 
Loock, McFarlan’s, Rochester; Karl Am- 
dahl, Palace Department Store, Spokane; 
James R. Trewhella, Best & Co., New York 
City; C. S. Nichols, R. H. White Company, 
Boston; Irving Schwarez, R. H. Macy & 
Co., New York City; Edward Munn, Frank- 
lin Simon & Co., New York City. 

The retiring president, Harry W. 
Was presented with a gold watch. 


Hoile, 


JULY, 1933 

Robert W. McKnight, formerly in charge 
of display tor the Rankin Dry Goods Com- 
pany, Santa Ana, Calif., opened a display 
and showcard studio in that city. 

The annual picnic of the Detroit Display 
Club was held at Belle Isle and well attend- 
ed. Ralph D. Johnson, J. L. Hudson Com- 
pany, was president of the club at that time. 

The National Association of Display 
Kquipment Manufacturers was formed at a 
three-day meeting of display factors in Chi- 
cago; fair com- 
petition for the industry was drawn up and 
a trade practice agreement established. The 
following president, 
Trowbridge H. Stanley, L. A. Darling Com- 
pany, Mich.; vice-president, Mil- 
ton Mendle, American Fixture & Show Case 
Manufacturing Company, St. Louis; 
tary A. C. Rochow, D. J. Heagany Manu- 
facturing Company, Chicago; treasurer, Bar- 
rett Lyons, Hugh Lyons & Co., Lansing. 

Peter Kumpel left Hearn’s to join the 
display staff of B. Altman’s, New York City. 
The department was headed at that time by 


Richard Wallace. 


at the same time a code of 


officers were elected: 


Bronson, 


secre- 


Oppenheimer Called 

For Army Service 
Walter Oppenheimer, Franklin's, 

into the U. S. 


Seattle, 
was inducted Army on 


June 15. 


) 


PUY, 


1943 
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Advance Displays 
Arranjay Wig Co. 


Basson's Dummy Products 
Becker Sign Supply Co. 
Bulkley, Dunton & Co. 


Chicago Cardboard Co. 


Darling Co., L. A. 
Decorative Plant Co., Inc. 
Display Equipment Corp. 
Display Mannequin, Inc. 


Eaton Bros. Corp.. 
Garrison-Wagner Co. 
Goodlander, F. D. 


Goodman Sleeve Form Co. 


Helms Chemical Co. 


Korrect-Way Display Products 
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Inside Front Cover 


Madisonia Manikins 
Maharam Fabric Corp. 
Manhattan Wood Letter Co. 
Merkle-Korff Gear Co. 
Metal Displays Co. 

Mileo, P. C. 

Monahan, F. J. 


Old King Cole, Inc. 
Opportunity Exchange 


Price Fabrics Co. 


Reyburn Mfg. Co. 


Sherman Paper Products Corp. 
Staples-Smith, Inc. 


Stensgaard & Associates, Inc., W. L. 


Taffel Brothers 
Thayer & Chandler 


Timbertone Decorative Co., Inc. 


Toll, Murray 
Transparent Shade Co. 


U. S. Plywood Corp. 


Williams, Inc., Jas. B. 
Wold Air Brush Mfg. Co. 
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THE EXECUTIVE WHO ST 





Workers’ Living Costs going up... and 
Income and Victory Tax now deducted 
at source for thousands of workers... 

Check! You're perfectly right . . . bur 
all these burdens are more than balanced 
by much higher FAMILY INCOMES for 
most of your workers! 

Millions of new workers have entered 
the picture. Millions of women who 
never worked before. Millions of others 
who never began to earn what they are 


getting today! 


This space is a contribution to 


America’s all-out war effort by 


DISPLAY WORLD 


CINCINNATI, OHIO 
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A 10% Pay-Roll Allotment for War 
Bonds from the wages of the family 
bread-winner is one thing —a 10% Pay 
Roll Allotment. from each of several workers 
im the same family 15 quite another matter! 
Why, in many such cases, it could well 
be jacked up to 50 50% or even more 
of the family’s new money! 

That’s why the Treasury Department 
now urges you to revise your War Bond 
thinking —and your War Bond se//ing on 
the basis of famz/y incomes. The current 














“HAPLES + 


De s ULFakER, 


Knows that «10% for War Bonds isn’t enough these days’ 


9 


War Bond campaign is built around the 
family unit—and labor-management sales 
programs should be revised accordingly. 


For details get in touch with your local 
War Savings Staff which will supply you 
with all necessary material for the proper 
presentation of the new plan. 


Last year’s bonds got us started—this 
year's bonds are to win! So let's all raise 
our sights, and get going. If we all pull 
together, we'll put ic over with a bang! 


you've done your bit 


.now do your best! 
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Your Best Guide for 


2. WARTIME 
"DISPLAY 


It’s ready! Your new Display Guide...crammed 
with the latest ideas for simpler, more power- 
ful displays to meet wartime needs. Here, too, 
are brilliant pictorial and continuous roll de- 
signs to make your displays attract shoppers 
and win customers... sturdy modern back- 
ground and construction materials for quick, 
one-man installation. 

Let this new Guide help you keep your win- 
dows and interior displays gay and cheerful 


» build profits and business leadership. 


New Panel Framing 
The accessory you've wanted so long! A quick, 
easy way to give your panels the added beauty 
of luxurious frames that look like real wood, 


at a fraction of the cost! See them in full color. 





Free Ideas! 


Send for Your Copy 
of the NEW DISPLAY GUIDE 


SHERMAN 
PAPER PRODUCTS CORP. 
Newton Upper Falls, 64, Mass. 

Dept. D-7 


Branch Factory and Warehouses in 
Los Angeles, New York and Chicago 








